Introduction 


MarTech (Marketing Technology) can be confusing, overwhelming, 
and complex for many business owners, and managers, but it doesn’t 
need to be like that. 


With 10,000 solutions to pick from in an industry now estimated by 
chiefmartech.com to be worth over $121bn per annum, more 
businesses are seeking to automate their marketing with substantial 
investment upwards of £20,000 per annum in their MarTech stack. 


For me, your MarTech Stack is the 3rd stage of the process, and many 
people make the mistake of missing out the first two steps when it 
comes to planning, documenting, automating & executing their 
marketing strategy. 
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BUSINESS CUSTOMER MARTECH MARKETING 
MODEL JOURNEY STACK STRATEGY 


01 - BUSINESS MODEL 


The most important stage, yet a common stage missed out by many 
business owners and management teams because they think they 
already fully understand their business. I smile when 


I recall how many meetings and boardrooms I’ve been in over the 
years and asked the question “What business are you in?” and 
received a different opinion or reply from everyone in the room. 


This stage of the process is a return to basics, and in answering key 
questions about what you offer and to whom. We need to understand 
what it is we offer and the data we need before we can think about 
automating the business processes and workflow. 


Later in the book, we will be going a little deeper to help you answer 
some vital questions and get the information you need to successfully 
implement the latter stages. 


02 - CUSTOMER JOURNEY 


This stage is all about the 5 stages of customer acquisition and 
retention to help you understand the process of acquiring, engaging, 
converting, transacting, and scaling the customer journey by 


automating each stage to eliminate duplication of effort, mistakes and 
to reduce your cost per lead, cost per sale, while improving and 
increasing the lifetime value of a customer. It’s not just about what 
you expect and want your customers to do at each stage, but also 
what you want each member of your team and your “MarTech Stack” 
to do as well to reduce and eliminate waste and maximise productivity 
and conversions. 


03 -MARTECH STACK 


One definition is a collection of software, hardware, apps, apis, iPaaS, 
saas, and netware brought together to manage the business processes 
and workflow within a business. In short, it’s all the marketing 
technology you need to stack up and integrate seamlessly to help 
simplify your business model, automate your customer journey, and 
assist you in planning, documenting, executing, and automating your 
marketing strategy and can be split into 6 key areas: 


AdTech & Promotion 
Content & Experience 


Social & Relationships 


Sales & Commerce 


Management 


04 - MARKETING STRATEGY 


However, for me, many people overcomplicate their marketing too, 
and I prefer to the plan into 8 clear outcomes. Far too many people 
want to know how to automate their lead generation but haven’t 
articulated or defined a consistent message for their intended audience 
before becoming overwhelmed and stressed in trying to work out why 
their marketing isn’t working. 


Many hire a 3rd party coach or consultant without sharing their plan 
or strategy, and the supplier works in isolation unaware of the human, 
technical and financial resources available or what’s really holding the 
customer back and preventing the results they want from their 
marketing. 


When you see this symbol throughout the book. Pause & reflect. Ma 
Answer the Question or Complete the exercise. This will assist you. 


Just reading and reflecting on the content will have little effect on the 


results you can and should be generating until you convert these 
“thoughts” into action. Sorry, but it’s true. I can lead a horse to water, 
but I can’t make it drink. However, if you need or want help then just 
ask. 


It’s your business. You’re in control. You make the decisions. Decide to 
take responsibility and action today. Start experiencing the 
breakthroughs and results you and your stakeholders want. It’s time to 
simplify your marketing and MarTech strategy so that it makes sense 
and stacks up. Ready? 


Fraser J. Hay 
November 2021 
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Part 1 - Business Model 


1 - Marketing: Things Have 
Changed. 


The last 12 - 18 months of 2020 and 2021 have changed for 
thousands of business owners. Since the start of the Covid-19 
Pandemic, entire industries have collapsed with millions of people 
have been furloughed, laid off, paid, or made redundant. 


Millions of businesses have had to close their doors, Tens of thousands 
have had to recoup, dig deep, and innovate and automate their 
business processes and workflow to appease stakeholders, 
shareholders and investors who have become more demanding in 
seeking to cut costs, improve efficiencies, protect customer data, 
increase productivity, ROI and profits and a lot of this has been 
achieved with investing in MarTech (marketing technology.) 


However, for many owners, founders and senior management teams 
wanting to set new goals and objectives and to begin the tactical 
deployment or execution of a new MarTech or Marketing Strategy, 
many are simply confused by the complexity of it all or overwhelmed 
by the enormity of the task at hand. 


Before deciding on your marketing and MarTech goals and objectives 
for the year ahead, lets look back as to what has all happened in your 
business to help you lay solid MarTech and Marketing foundations for 
the future. 


Many people have regrets of the past or worry about the future, and 
far too many founders, owners, and management teams miss steps in 
this vital 3 step process out from their marketing planning and thus, 
fail to attain the clarity, vision, or purpose they need to create the 
future they want for their business. Fear not, all the acronyms, 
software urls, social media platforms and recommendations will come. 
I suspect you will get great benefit from completing the exercise at the 
end of this section, but first — 


Many people who want to automate their marketing, create a 
MarTech stack or execute a new marketing strategy are so keen to 
learn “HOW” to generate leads. Many also want fans, friends, 
followers, back-links, traffic, signups, downloads, sales, revenue and 
to automate all their workflow and business processes. So much so, 
that they miss out two especially important steps with their marketing 
& MarTech planning. 


WHY > WHAT > HOW 
HOW 


Far too many people are in a rush to learn how to generate backlinks, 
traffic, signups, registrations, sales, and revenue. Many want to know 
how to set up and run an ad campaign, build a funnel, automate their 
workflow, or create a nurture sequence of emails. The tactical 
implementation of the strategy is the last part of the process. Not the 
first! 


Unfortunately, many approach their marketing the wrong way round. 
Many people rush to the implementation and execution often by 
hiring someone to assist with this in isolation instead of including 
them during the planning process. 


Having diagnosed why your marketing and MarTech strategy may not 
be working, conducted a situation analysis and decided what 
technical, financial, and human resources you require to overcome the 
marketing and MarTech challenges you are facing, you need to 
consider which tactics, platforms, and resources you will use to 
achieve your goals and objectives. 


Your tactical approach and implementation of your marketing strategy 
should (in my opinion) be split into three distinct elements for it’s all 
about how you engage with your target audience. 


I call this your “IPR Approach ” for tactically executing your 
marketing strategy. 


Let me explain. Your “IPR Approach ” is made of 3 elements. 
Interactive 


You need to be clear as to which interactive tactics (and 
technology) you will use 


Proactive 


You need to be clear as to which proactive tactics (and 
technology) you will use 


Reactive / Responsive 


You need to be clear as to which reactive tactics (and 
technology) you will use 


After all, some of your online engagement with suspects, prospects, 
fans, and followers you will initiate, they will initiate, or you could 
both react to or respond to a 3‘ party’s actions. You need to be clear 
as to what some of the triggers are that could “trigger” an online 
“event” that requires your attention or an automated response or 
iPaaS (integrated platform as a solution), to give a satisfactory 
response and engage with your audience. 


Furthermore, you need to consider whether you can automate some of 
the tactical implementation, quasi-automate it or whether you will 
delegate it to a member of staff or sub-contract it to a 3% party 
supplier. In any event, you need to be clear as to who does what, 
when and on which platforms, and decide which technology to use to 
achieve the desired objective(s). 


WHAT 


You need to be clear on what it is you want to achieve. You need to be 
noticeably clear in terms of the objectives you want to achieve, what 
your plan is for achieving those objectives, and what the resources are 
that you will need to successfully execute or implement your plan. 


Far too many small business owners are selfish in their approach to 
online marketing. They are so “consumed” and fixated by what they 
can get because of automating their marketing. 


Unfortunately, the “mindset” is wrong here — Totally wrong. 
It’s not what you can “get” that’s important. 
It’s what you can give and share that’s important. 


Far too many people are selfish in their outlook, approach, and style 
when it comes to social media marketing. You need to decide what it 
is you can give and share and are able to give your target audience to 
help demonstrate, illustrate, and prove that you “know your onions,” 
are a master of your craft and can provide social proof what it is they 
will “get .” 


Far too many small business owners write, promote, and focus on 
what they do, what have or what they know - without focusing on 
what the prospective customer will “get.” Do not make that same 
mistake. Your prospective customers want to know, need to know 
what results they can expect if they engage with you and invest in 
you... 


...SO, tell them. Give them examples. Share testimonials, case 
studies & your own results. 


You need to be clear in terms of the objectives you want to achieve 
and the revenue you want, the sales you want, the signups, 
downloads, rankings, back-links, sales, profit, and referrals you want — 
and how you will measure the progress and success that you want 
with your social media marketing. In other words, you need to plan 
and review your activities — every day. 


WHY 


Before you can embark on building funnels, investing in new 


platforms, media campaigns, creating content or analytical dashboards 
you need to ensure you know why your marketing isn’t working. You 
need to know why you’re not making the progress you want or 
generating the results that you want or what it is that you are finding 
overwhelming. 


Far too many people miss this step out. 


They simply seek to invest in downloads, watching videos or even 
hiring social media marketing consultants to help them. The irony 
being, that the consultant is hired to perform a specific task, and quite 
often is not asked or briefed to perform a social media marketing 
audit or situation analysis. This results in them simply thinking or 
executing some tactics in isolation and not part of an integrated plan. 


You need to know where you are now, and why your marketing isn’t 
working so that you can identify what needs fixing, what resources 
you require to achieve your new objectives. 


This brings us nicely on to step 2... 
Ready? Let’s begin... 


Identify the issues, challenges and obstacles that are preventing you 
from achieving the results you want with your BUSINESS MODEL. 
Answer each of the questions below, add up your total NO responses 
then, take action. 


Do you know what business you are in? 
Have you documented your business model? 


Is your business model clearly defined and been shared with your 
team? 


Do you know the size of the market? 

Do you know if your marketplace is growing, declining, or stagnating? 
Do you what the latest trends are in the market? 

Do you know who you wish to target? 


Do you know WHY they would want to BUY from you & not your 
competitors? 


Do you know who could recommend new prospects/customers to you? 
Are you registered with ICO for GDPR? 
Are all your data requirements & processes documented? 


Is all your workflow mapped out & automated? 


Do you have a completed customer AVATAR of who you're targeting? 
Do you know how many steps you have in your sales process? 

Have you documented your customer journey? 

Have you articulated & documented your USP? 

Is your IPR protected? 

Do you know how many revenue streams you have? 

Do you know your current cost per sale? 

Do you know your current cost per lead? 

Do you know the Lifetime Value of a customer? 


Do you know which CMS / Website architecture you are currently 
using? 


Do you know which CRM you are currently using for managing your 
leads? 


Do you know which FUNNEL system you are currently using for 
automating workflow? 


Do you know your current turnover? 

Do you know how many customers you have on the books/your list? 
Do you know how many people are in your team? 

Do you have a content strategy in place? 

Do you manage all your major social networking profiles in one place? 
Do you have a selection of branded ad creative in one place? 


Do you know how much you spend per month on software solutions 
(Saas) per month? 


Do you know how much you spend on advertising each month? 


Do you know how much you invest in your team, staff, or agency per 
month? 


Do you want things to continue the way they are now? 
Do you have a budget to achieve your marketing goals & objectives? 


Would you like a FREE Chat to discuss your score? 


Add upvall your NO responses & make a note of your TOTAL 
Which of the following best describes your current situation? 
1. Yes“T’m all fine thanks. 

2. Ah, raised some good points. Got me thinking. 

3. Woa. I recognise I need to act at some point. 


4. This is all too overwhelming. I need help with this — fast. 
5. Pm going to focus on my top 3 priorities from the list. 


2 - Your Objectives for The Year 
Ahead 


So, what do you want to achieve with your marketing? You need to 
answer some fundamental questions regarding your business 
objectives. For example: 


Turnover 


How much turnover from your marketing activities do you want to 
achieve in the next 12 months with? 


Go us” it down. 
Sales 


How many sales do you need to achieve your turnover objectives 
above? 


Go ee it down. 
Customers 


How many customers do you want to achieve in your next 12 months? 


Go i it down. 
Leads / Signups 


How many leads do you need to generate the sales and revenue you 
want? If you’re not sure then you need to write down what you 
estimate your closing ratio to be, for example 1 in 3, 1 in 5 or 1 n 10. 
You then need to multiply that number by how many sales you need. 


For example, if you need 100 sales to achieve your revenue objectives 
and your closing ratio is 1:7, then you would need (100 sales x 7 = 
700 leads.) 


Go ES it down. 
Fans, Friends & Followers 


How many people do you want to have in your network(s) in the next 
12 months? 


Go gor it down. 


Signups / Downloads 


Write down how many signups and downloads you want to achieve 
via your website in the next 12 months. 


Go is it down. 


Cost Per Lead 


What is your current cost per lead? Realistically what you like it to be 
in the next 12 months? 


Go ES it down. 
Cost Per Sale 


What is your current cost per sale? Realistically what you like it to be 
in the next 12 months? 


Go gor it down. 
Lifetime Value 


What is your current customer lifetime value? Realistically what you 
like it to be in the next 12 months? 


Go g it down. 
ROAS (Return on Advertising Spend %) 


What return on Advertising Spend do you currently achieve and wish 
to achieve in the future? 


Go is" it down. 
Set Your Objectives for The Quarter (90 days) Ahead. 


Divide your annual revenue objectives by 4 to ensure you have writ 
your.objectives that you wish to achieve for the next 90 days. 


Set Your Objectives for The Month Ahead. 


Divide your quarterly objectives by 3 to ensure you have written dow 
your.objectives that you wish to achieve for the month ahead. 


Set Your Objectives for The Week Ahead... 


Divide your Monthly objectives by 4 to ensure you have down eacl 
objectives that you wish to achieve for the week ahead. 


Set Your Objectives for The Day Ahead... 


Divide your Weekly objectives by 7 to ensure you have down eacl 
objectives that you wish to achieve for the next day. 


3 - What Do You Promise? 


Before rushing online to interrogate your marketing dashboard, 
website analytics or social media insights, it’s time to go back to basics 
and confirm what you know or at least what you think you know 
about your business and target audience. An interesting place to start, 
but if you know what business you are in and not just the industry, 
sector, or niche that you operate in, then hopefully you will have a 
thorough understanding of the problems and challenges that your 
customers and clients have. 


In a moment, we will define your “promise,” but first we will 
articulate the problems and challenges you help to fix, solve, or 
address for your customers and clients. 


YOUR CUSTOMER’S PROBLEMS 

What are they frustrated about? 

What are they stressed about? 

What are they overwhelmed or fearful about? 

How do you help them to save time or money? 

What are the key goals or objectives that you help them to achieve? 


For example, I help Owners & Managers Overwhelmed in planning, 
documenting, executing & automating their marketing strategy, who 
are struggling to find the clarity, vision & purpose to continue, to 
grow or to scale. 


They are often frustrated by skills gaps & shortages combined with 
MarTech & marketing Ignorance as to how best to automate & scale 
their marketing. 


But what about you? 


Write down the key problems you help your customers and clients with. 
Think about all the emotional, and financial implications you assist them to address. 


CUSTOMER CHALLENGES 


When it comes to challenges, can you accurately define or describe the 
key challenges they are facing? Are you able to articulate these 
challenges, more importantly are you able to calculate the impact that 
these challenges are having on their commercial or personal life? 


For example, I help business owners and senior officers to identify: 


e The Opportunity Cost & Real Cost of Having No 
Automation or plan of action 


e Goals, Priorities, Roles & Accountabilities for Team 
Members to ensure work gets done 

+ Skill Gaps & Shortages of Their Team & Educating Them 
to the solutions they need 

e hardware, software, pinkware & netware required for a 
successful MarTech strategy 

e best traffic sources, channels & platforms to generate 
leads, sales, and revenue 

e Identifying Metrics, KPIs to count, monitor & measure 
progress/ ROI 


But what about you? 


Write down the key challenges you help your customers and clients with. 
Thinkéabont all the emotional, and financial implications you assist them to address. 


YOUR PROMISE 


As a result of your customers and clients engaging with you, what do 
you promise? 


What will they achieve as a direct result of your help, guidance, 
support, and input? 


All commercial relationships are judged (and measured) by what you 
promise. Many people fail to get the deal in writing, and often work 
twice as hard for half as much simply because they didn’t get it in 
writing. 


Ensure you follow up all calls, zoom meetings and appointments in 
writing to confirm what you promise and what the terms are. 


Your promise could also be included in the headline on your website. 
Your promise could be included in your email signature, 


Your promise could be in the headline or summary section of your 
online profile. 


For example, I promise to... 


. ...Help founders, owners & 
managers to plan, document, 
execute & automate their 
marketing 

° ..Help to revitalise their 
marketing message, lead 
generation, selling & marketing 
funnel to grow their business 
online. 

. ...Help business owners to 


analyse, strategise & optimise 
their marketing. 

° ...Help business owners to 
simplify their marketing & 
MarTech strategy so that it 
makes sense, stacks up and 
generates results. 

. Help founders, owners & 
managers to stack, track & 
crack their marketing 


But what about you? 


Write down what your promise is and what you offer our customers and clients. 
Articulate a strong promise and ensure that you deliver on your promise. 


4 - Your Customer Avatar 


Your customer avatar is a detailed description of your intended 
audience. It is important that you create a customer avatar so that you 
have a clear understanding of who you are trying to reach. 


This can come in handy when doing your daily outreach on 
Linkedin.com as you use the search facility entering your criteria of 
who you want to find, reach out to, and invite to engage with you to 
connect with and join your network. 


You may also wish to answer the following questions to help you with 
your Facebook ad campaign, Google ad management or in assisting 
you to get the best ROAS (return on advertising spend) with 
advertising on YouTube, LinkedIn, or Bing. 


Whether you are using Google search facility, the advanced search on 
various social networks, forums, or online communities, ensure you 
answer the following questions to help you laser in on the candidates 
for the products, services, and solutions that you offer. 


Complete the following exercise before using tools like Google 
Keyword planner, ubersuggest.org, answerthepublic.com or Facebook 
Ads manager... 


DEMOGRAPHICS 


e What sex is your intended customer? 
e Age? 

e Location where they work? 

e Location where they stay? 

Their job title or role? 

Income? 

* Industry they work in? 


Now different platforms offer different degrees of targeting, but in 
principle you need to be noticeably clear on the demographics you 
want to reach. Next is... 


PSYCHOGRAPHICS 


What social networks they are a member of? 

What websites they visit? 

Are They in Your Network(s)? 

Which channels do they use? 

Where do they socially hang out online? 

What additional resources do they use online? 

What groups, clubs and forums are they a member of? 


BEHAVIOURS & NTERESTS 


What hobbies and past times do they enjoy? 


Other behaviours to consider — 


CONTENT CONSUMPTION 


Financial 

Consumer Classification 
Digital Activities 
Mobile Device Usage 
Anniversary 
Multicultural Affinity 
Seasonal & Events 
Expats 

Travel 

Soccer (assuming this is a 
seasonal option) 
Purchase behaviour 


What type of content do your audience like to consume online? 


REMARKETING & RE-TARGETING 


Blogs, Articles & Whitepapers? 
Video & Webinars? 

Podcasts & mp3? 

Books, E-Books & Kindle? 
Images & Photos? 

Live Streaming Events? 

Live Video Networking? 
Infographics? 

Stats, Facts & Inspirational 
Quotes? 

Case Studies? 

Testimonials? 

Trends, Graphs & Analysis? 


People & friends who like your 
page 

Exclude people who liked your 
page 

People who used your app 
Exclude people who used your 
app 

People going/been to your 
events 

People who visited your 


website 


e Custom list of emails 
e Custom list of phone numbers 
° Custom List of user ids 


CUSTOMER GOALS 
What are your customers’... 


* personal goals and objectives? 

e financial goals and objectives? 

e Commercial goals and objectives? 

e What Organisational goals and objectives can affect their 
buying decision & relationship with you? 


TIMING 


When it comes to your customers investing in what you have... 


How long does it take to decide? 

Are there seasonal patterns to their purchasing? 
Do they have an annual or seasonal budget? 

Do they purchase in reaction to an event? 

Do they purchase prior to a particular event? 

Do they respond to your seasonal/exclusive offers? 
Do they respond to your scarcity offers? 


PROCESS 
When it comes to making a buying decision... 


* Do they have a purchasing process they need to follow? 

* Do you offer a purchasing process that they must follow? 

e Is there a typical buyer’s journey? 

e Have you defined your customer journey? (If you 
haven’t, fear not we’ll get to that later) 


WHY BUY 
So, how do prospective customers make their buying decisions? 


e What do you offer that others don’t? 

e What is the risk/rewards of choosing your offering? 

e What are the costs/benefits for choosing your offering? 
e What are the consequences of buying your offering? 

e What are the consequences of not buying your offering? 


MOTIVATIONS 


Many business owners and marketeers get caught up in keyword 
research — (the technical aspect) instead of fully understanding the 
emotional aspect of the buying decisions of their customers. So many 


people miss this step out, and thus the efficacy of their marketing 
message can be heavily diluted and miss the mark. 


Remember 80% of your prospective customers base their buying 
decisions on their emotions, and then use logic and reason to justify 
those buying decisions. 


Conducting A/B tests on your headlines will confirm this and 
watching “click thru rates,” “open rates” of your ads and emails. You 
must understand what motivates your customers to buy. 


This is important when it comes to your copywriting and marketing 
message in being able to stir their emotions and press their emotional 
triggers and getting them to act. 


Ask yourself what motivates your customers to buy... 


What PROBLEMS do they encounter with your 
competitors? 

Why would a prospect FAVOUR you over your 
competitors? (Your USP) 

What does a prospect need to LOOK for when making 
the "best decision"? 

What does a prospect need to LOOK for when making 
the "best decision"? 

What does a prospect need to WATCH OUT for when 
making the "best decision"? 

What can HINDER a prospect from making a buying 
decision? 

What are the CONSEQUENCES in NOT deciding (or the 
RIGHT decision)? 

What are the early warning signs (indicators) that they 
need your product? 

What are the FEATURES you offer that address THOSE 
10 problems your clients have? 

What are the ADVANTAGES of those FEATURES 
compared to the competition? 

What are the BENEFITS of those FEATURES that you 
offer? 

Why should a prospect agree to meet with you over 
zoom? 

Why should a prospect buy from YOUR SALESPERSON? 
Why should a prospect buy from your ORGANISTION? 
Why should the prospect buy the PRODUCT you 
recommend? 

Why should the prospect pay the PRICE you ask? 

WHEN should a prospect BUY your product, and WHY? 


WALKING IN YOUR CUSTOMER’S SHOES 


OK, now you’re making great inroads to fully understanding what 
motivates your prospective customers to do business with you, lets 
just start thinking about it as if you were a prospective customer, how 
would think and act... 


1. A NEED is established. What is it, and what was the 
trigger/stimuli? 

2. INFORMATION SEARCH. What information is required 
& where do you search? 

3. ALTERNATIVES. What are they, and how do they 
compare? What are the criteria? 

4. DECISION TO BUY. What are the reasons for picking 
THE solution? 

5. POST PURCHASE EVALUATION. Conclusion? 
Satisfaction or Dis-satisfaction? 


Now, as mentioned there are several keyword research tools available 
online, but one I recommend is www.answerthepublic.com because it 
will enable you to drill deeper and gain a fuller understanding of your 
target audience. 


Are you missing key opportunities every single day? 


With 3 billion searches on google daily, 20% of them have never been 
searched before that’s 600,000 new queries being made every single 
day that can give business owners a great insight and understanding 
to the problems their audience has and the solutions for which they 
are searching. 


In the following example of researching the people interested in 
“MarTech” using answerthepublic.com, I was able to determine the 
following: 


The questions people are asking online about “martech” and in 
addition to exporting the data in .csv format, I was able to download a 
graphical representation of it too... 


24 QUESTIONS 


22 PROPOSITIONS are also available. How many are there for your 
chosen keywords? 


30 COMPARIONS. Many research, compare then buy? What are your 
customers comparing? 


195 ALPHABETICAL KEYWORDS. What are they? Integrate them in 
your website and copy. 


What will you uncover for FREE, in less than 30 seconds at 
www.answerthepublic.com 


INDICATORS 


The ability to know, look for and interpret the "signs" that confirm 
whether your prospective customers need what you offer is vital to 
your marketing success. You may also be able to identify certain Key 
Performance Indicators to help you accept your position and to 
recognise the current trends and WHAT your corrective actions need 
to be. 


Think about it. 


You didn’t just wake up to decide to invest in a book on MarTech and 
marketing — did you? 


Consciously and subconsciously, there had been many warning signs 


for days, weeks, even months before today alerting you to the fact that 
you needed to do something about your marketing. Were you aware of 
them or did you choose to ignore them? You need to recognise and 
become aware as to which indicators are showing an INCREASE , that 
you want to REDUCE for example - 


Which of the following do you want to DECREASE ? (Think about 
your customers & clients too.) 


° Wondlexity 
Pitfsrms 
Aimeonline 
Fryptration 
Working Hours 
Difay@oeniioadnt 

° PasthPeg Sale 


- BostlPéapead 
e Adkninistration 
-e Staff ealmnce 
-° Eeagmiegt€drve 


- Wile 
e To Do List 
Which of the following do you want to INCREASE? (Think about your 
customers & clients too.) 


-e Aldzibyation 

e Udsignliance 

° Baakfiinks 

° BAG Buzz 

° Réfetltae Value 

e Gontemtchieved 

° Mednomipful Data 

° Poliewers 
Pernt 

: Tau a & Registra ions 


° Elan nin 
g georgi anneks 


° pizeamlined 
evenue 


| e ROI | | 


OBSTACLES 


Stop and think for a moment. Consider the obstacles that are 
preventing your prospective customers from signing up or investing in 
the products, services, and solutions you offer. 


Timing - The time is never right for an unqualified prospective 
customer 


Budget - Have you confirmed their budget and the source of the 
funds? 


Questions — What questions remain unanswered or unasked? (Got an 
FAQ page on your site?) 


Ignorance — What are they not aware of? Which indicators are the not 
seeing or experiencing? 


Apathy — Remind them of their pain. Remember people move faster to 
get away from pain 


Fear — If they don’t think it will work, how can mitigate risk, and 
convince them? 


Clarity - Many Lack clarity & insight. How can you help them see the 
seriousness of their situation? 


Vision — Lack a vision for the future. How do you help them to set 
new goals and objectives? 


Value — Can’t See the value on offer. Remind them of all the value 
and savings you offer. 


IMPACT OF NOT TAKING ACTION 


How can you demonstrate or prove what will happen if your 
prospective customers do not act, what are the all the financial, legal, 
emotional consequences of not acting and investing in the products 
services and solutions you offer? 


Think about the personal, commercial, and financial implications. For 
example: 


Stress — More Stress. Negative Mindset? 
Stress — More Stress. Deteriorating Health? 
Stress — More Stress. Limited Lifestyle. ? 
Traffic —- Declining Traffic & visits 

Leads / Signups - No NEW leads 


Sales / Revenue — Declining Revenue 
Cashflow — Not Able to Meet Overheads 
Trading — Might Have to Close the doors 
Debt - Need to revisit personal finances 


Think of all the different ways you can demonstrate what could 
happen if your audience decide not 


to accept your invitation to collaborate with you or buy the solutions 
on offer? 


What social proof do you have? Video? Excel Calculators? What tools 
do you offer for your prospective customers to confirm for themselves 
that they need to act NOW? 


REJECTION 


An unusual one perhaps? No. Not really. When it comes to creating 
and documenting your customer avatar you want to be very clear as 
to who you do not want as a customer or a client. 


You do not want to waste your advertising spend or budget. You don’t 
want to waste human, technical or financial resources on targeting 
and engaging the wrong people. 


A simplistic statement of the obvious but so many people pay 
attention to the wrong metrics, have conversations with unqualified 
people over zoom or drive untargeted traffic to a landing page. 


In addition to what your Facebook, LinkedIn, Instagram, google, Bing, 
Pinterest and YouTube insights and metrics tell you, also consider who 
you DO NOT want embrace or engage in conversation or to invite into 
your funnel and to progress to the next step with you? 


For example - 


Tyre Kickers - Those who are not ready. Think of all the ways you 
qualify and confirm they’re ready 


Nae Sayers — Those with no budget. Can you offer staged payments or 
a monthly subscription? 


Coat Catchers — Those not serious. If they don’t follow your process 
or answer your questions. 


Mindset - Those not positive. Work with those who want to 
collaborate with you and want your help. 


Enthusiasm - Those not receptive. Don’t waste time on trying to 
convince someone not interested. 


Dinosaurs — Those not wanting to Change. There are plenty of others 
who need your help. 


No Authority Those not a decision maker. Find out who is. Connect 
on LinkedIn? 


No Budget — Those with no budget. A toughie but see “Nay sayers” 
above. 


No Need - Those with no requirements. Enough said. Move on. Plenty 
more fish in the sea. 


No Clue - Those who don’t get it. What FREE item of value or lead 
magnet can explain it better? 


There are plenty of analytical tools that may help you to interrogate 
your data even conduct predictive analysis based on the data you have 
in your database, CRM system, customer data platform or data 
management platform, but by completing the following exercise it will 
help giving you the clarity you want (or need) to begin defining and 
targeting your audience as you revisit your business model for the 
months and years ahead. 


Things have changed. Your market and industry have changed, and 
you need to be able to respond to those changes and demonstrate you 
can help those in your industry, sector, or niche. 


It’s time to document your own customer avatar BEFORE you logii 
favourite social network or ad platform and getting all bogged 
selecting options from the drop-down menus. 

Do not miss potential sales opportunities, in reducing your r 
acquisition costs or increasing the lifetime value of your customers. 
Brainstorm with your team or take time out now to quietly sit with 
paper, an excel worksheet or an open word document and start mal 
list of all the different elements you want in your CUSTOMER AVATAR 
The secret is to be as detailed as possible. Interrogate your existing 
platforms to see what data you do have, don’t have, and need to 
future. 

DEMOGRAPHICS 

PSYCHOGRAPHICS 

CONTENT CONSUMPTION 

REMARKETING & RE-TARGETING 

CUSTOMER GOALS 

TIMING 

PROCESS 

WHY BUY 

MOTIVATIONS 

WALK IN YOUR CUSTOMERS SHOES 


INDICTORS 

OBSTACLES 

IMPACT OF NOT TAKING ACTION 

REJECTION 

Answer the questions under each of the headings above in this chapte 
your customer avatar down on to two sheers of paper 

Once you have created your CUSTMER AVATAR, consider whi 
networks and ad platforms you will use to further research and re 
audience. 


5 - Your Marketing Message 


There are many tools to help you get your message out to your target 
audience. If you have done all your preparation, research, analysis 
work, and have your content strategy in place, you are then ready to 
promote your content. 


Your research should tell you where all the conversations are taking 
place, by whom, and what the topic, or issue is they are discussing. If 
you have your content strategy in place, you will now know what it is 
you want to share with your target audience, and why. 


More importantly you need to think about your CALL to ACTION and 
what you want people to do afte r they read, listen, view, or use your 
content, or where they should go and who to contact if they require 
additional information. 


If you have addressed all the above, you are now ready to PROMOTE 
your content and get your message out to those who want it, need it, 
or could benefit from it, but first let’s see if you’re clear about what 
your message is or should be. 


Ask yourself the following: 
Do you have a list of prepared Key Questions you wish to ask? 
Do you have a list of prepared FAQs that prospects & clients ask? 
Do you have a list of prepared Facts you wish to state? 
Do you have a list of prepared product/service features? 
Do you have a list of prepared product/service benefits? 
Do you have a list of comparisons to other companies or solutions? 
Do you have a prepared Unique Selling Point? 
Do you have a prepared Elevator Pitch? 
Do you have team/staff Photos? Product Photos? 
Do you have team/staff Bios & CVs? 
Do you have a tag line or slogan? 


Do you have a list of prepared headlines, subject lines, or status 
updates? 


Do you have a portfolio of semi display ads or classified ads? 
Do you have a portfolio of videos, audio podcasts or music? 


Do you have a portfolio of articles, whitepapers, blogs, or reports? 


Do you have a list of keywords or tags? 


Do you have a list of preferred categories for directory submission 
etc.? 


Do you have a list of calls to action? (Phone numbers, web urls 
etc.) 


Do you have a 100-word description for your company, product, 
or you? 


Do you have a 50-word description for your company, product, or 
you? 


Do you have a 10-word description for your company, product, or 
you? 


Do you have a company profile, story, or fact sheet? 
Do you have product fact sheets or data sheets? 
Do you have a competitor or feature comparison chart? 


Do you have a list of pains, needs, want, complaints of a typical 
prospect? 
Do you have a list of common problems, frustrations in the 
industry? 
Do you offer a guarantee or a Free Trial? 
Do you support a particular "purpose", cause, charity, ethos, or 
philosophy? 
Do you have a prepared mission, vision, and values statement? 
Would you like a free confidential Chat to discuss your score and 
options? 
Give thought to what you really want your message to be and who 
you want to reach. 


Make a list of the items you may need from the list above to includ 
content strategy and for getting your message out. 


Crafting Your Marketing Message 


You need a powerful, persuasive, and engaging marketing message 
to encourage your audience to act and accept your ethical bribe, free 
item of value or lead magnet. 


You also need to think about headlines, ads, calls to actions, emails, 
blogs, articles, webinar scripts, video scripts and how you will stir 
your audience’s emotions and get them to want to sign up or register 
for what you have to offer in your marketing funnel. 


& Cost of Not Actin 


What Are the Biggest Obstacles Between NOW & The Results 
They Want? 


For example... 


1. Change The Way They Manage Their Marketing & Adopt 
a NEW Marketing Mindset 


2. They Need a NEW Marketing Strategy & MarTech Stack 
for The Year Ahead 


3. They Need a Support Framework & Infrastructure to 
Help, Guide & Support Them 


Now it’s your turn... 


at Are the Biggest Obstacles Between NOW & The Results Your Cu 
nt? Write down and make a note of these obstacles. 


Consequences. What Will Happen If They Don’t Solve This 
Problem? 


For example... 


1. Remain Overwhelmed, Stressed, Frustrated & Health 
Will Suffer 


2. Poor or No Cashflow, Lack of Leads, Sales & Revenue. 
Close The Doors? 


3. No income. Get into debt. No retirement plans. 
Now it’s your turn... 


iat Will Happen If They Don’t Solve This Problem? Write down anc 
a note of what will happen if your prospective client doesn’t solve th 
problem you could fix, solve, or address for them. 


Who do You Accept as NEW customers and clients? 
For example... 


1. Action takers willing to change and fir my customer 
avatar and persona. 


2. Action takers willing to follow my system 
3. Action takers who recognise the value on offer 


4. Action takers who have the means, authority and need 
for what I offer 


Now it’s your turn... 


10 will you accept as a NEW Customer or client? Do you need to uj 
your customer avatar? Write it down. 


Next, you need to consider what your customer’s biggest dream is. 
Afterall... 


A Dream with a Date Becomes a Goal. 
A Goal Broken Down into Steps Becomes a Plan. 
A Plan That Is Actioned Becomes a Reality. 


So, do you know what your customer’s big dream is so that you can 
help them turn it into a goal and a practical plan of action to help 
them make it a reality. 


You excel at what you do, and you can help others make their 
dreams to come true. You just need reminding of how good and the 
products, services, and solutions you offer — are, and the positive 
impact you can have on your clients and customers. 


For example, many people who ask me for help... 
Have someone assist them with their marketing so it becomes self- 
financing 
& They Achieve Their Financial Goals & objectives and live the 
lifestyle they want 


Now it’s your turn... 
“SS your customer’s biggest dream? Write it down. 


Remember, you can help prospective customers to achieve their 
goals. So, what are your customer’s biggest goals? You need to write 
it down so you can reinforce the message that you can help them 
achieve it and include this in your headlines, ads, emails and calls to 
action. 


For example... 


My client’s biggest goal is to have a planned, documented, 
executed & automated marketing strategy that generates 
results 


Now it’s your turn... 


‘at is the biggest goal that your clients and customers want to ach: 
ite it down. 


Next, you want to consider why this is important to them and how it 
will make them feel. Remember, you want to stir their emotions with 
your promotional sales copy so give thought to remind yourself and 
your customers why their dreams and goals are important. 


More importantly remind yourself and them how they will feel when 
they engage you, use your services or invest in your solution to 
achieve their dreams and goals. 


So, why does it matter to them? How will they feel when they 
achieve their goals and dreams? 


For example... 
My clients feel on point, on form & on fire, have more time... 
...able to live the life & lifestyle they want. 


Now it’s your turn... 


y does it matter to your clients and customers that you can help t 
How will it make them feel when you help them to achieve their dre 


and goals? Write it down. 
Your Elevator Pitch 


Now for me, there are 3 parts to an elevator pitch. 
1. Your Actual Elevator Pitch 
2. A Killer Qualifying Question 
3. A Free Item of Value 


Your Elevator Pitch is where you can articulate in as few words as 
possible what it is you offer your target audience. You need to 
articulate who you help, the problems you solve and what they can 
expect. 


Your prospective customers are tuned into WIIFM (What’s in it for 
me). They are selfish with all their attention focused on them and the 
problems, issues and challenges that consume them. 


They are not interested in what you know. 


They are not interested in what you have. 
They are not interested in what you do. 


Yet, it’s a common question offline at business networking events - 
“What do you do?” 


Now, let’s put that in the context of working online. You need to be 
able to articulate what you offer and for whom but more importantly 
— What they will get if they engage you. 


People are interested in results. 


For example, if asked what I do at a networking event, I tend to 
respond... 


“I help business owners analyse, strategise and optimize their 
marketing.” 


Or 

“T help business owners win more clients.” 

Or 

“T help business owners automate their marketing.” 

The secret here is to make your elevator pitch 10 words or less. 
Why? 


Because your prospective customers are stressed, busy people they’re 
not good at listening because they want to be heard. So, whether it’s 
offline in a networking event or online on 


a social media platform, a blog, article, email, or ad you want to 
articulate what you do in as few words as possible. 


The secret to an effective Elevator Pitch is step 2 — The Killer 
Qualifying Question. 


As soon as you deliver your elevator pitch, follow through with a 
question that helps to qualify your reader, listener, viewer, or the 
person standing in front of you. 


Whilst many like to ask closed questions to solicit a YES or a NO 
response, I prefer to ask a question that solicits a numerical response 
that enables me to decide whether to continue the conversation or 
NOT depending on the response from the prospect customer. 


It’s time to start thinking about this in the context of your headlines 
for ads, blogs, articles, and email subject lines. What question can you 
ask to help qualify your prospective customer. 


For example, if I use the elevator pitch “I help business owners 


automate their marketing.,” I will often use the killer qualifying 
question “How many hours per week do you spend online?” 


Why? 


If the response I receive is more than say 20 hours, I know I can help 
the individual with the solutions I offer. 


I am sure you're getting the idea. 


Pause & reflect. Write down your elevator pitch and killer qualifying 
Try to avoid soliciting a YES or NO answer. 


The 3rd part of the process is in offering someone your FREE item of 
value, your digital asset or lead magnet. Once you attract their 
attention with your Elevator Pitch and/or just the Killer Qualifying 
Question and they have self-qualified themselves. 


You are ready to offer them something for free that can better explain 
what you offer and how you can help them. 


You want to state your elevator pitch, killer qualifying question on 
your sales page and then have a form to gather the person’s personal 
details such name, email address and telephone number before you 
direct them to your thank you page containing your FREE item of 
value. 


Ideally, you want it to be something that encourages them to “opt in” 
and want to enter their details onto your form to download your 
digital asset or have it emailed directly to them. You want to offer 
something that can help them fix, address, solve or educate them as to 
how your FREE item of value (and solutions) can help them and 
potentially prove it to them for FREE. 


Some suggestions for Your FREE Item of value, digital asset or lead 
magnet could be a checklist, a book, report, webinar, FREE Zoom 
chat/consultation or a video. You choose. 


KN H 
Situation 
& Cost of Not Actin 


You need to position yourself as an expert. You need to decide what it is 


you are going to be publishing and writing about that will help to 
demonstrate you are deeply knowledgeable and an expert within your 
field. You need to consider what you can give away or promote or would 
like to share with your target audience that will encourage them to want 
to find out more about you, want to engage with you, want to buy from 
you or hire you. 


The secret to gaining good traction, visibility and referrals online is in 
having Good Quality Unique Content. You need to create “digital 
assets” and start syndicating them on different high traffic platforms, 
websites, and resources to help you pull visitors to your website, pre- 
qualify them, and encourage and motivate them to want to engage with 
you, signup on your site or to want to request further information from 
you. 


For example, I have over 500 videos on You Tube. I have several 
document uploads on Slideshare, Scribd.com and a few others, but 
what about you? Have you created “digital assets” for sharing your 
expertise online? Which of the following have you created, or could 
you create? 


e Lists 

e Articles 

e Photos 

e Video 

e Cinemagraph or Infrographics 
e Interactive Infographics 

e Video Infographics 

e Kinetic Typography 

e Graphs / Charts 

e Quiz 

e Poll 

e Podcasts 

e Images or In 

e Animation 

e Game 

* Blog Posts 

e Widgets / Gadgets / Badges 

e Apps — Social / Mobile 

* Software on CD / DVD or for download 
* Books or Ebooks 

* Ebooks 

e Whitepapers / Reports 

e Awards 

e Contests 

Testimonials, Case Studies, Reviews or 


Recommendations 
e Menus / Price lists, Data Sheets, Corporate "bumff' 
e Press Release 
e Email E-Zine or Newsletter 
e Presentation 
Financial calculators 


How many “digital assets” do you have? 


Make’ a list of “digital assets” that you could create and syndicate | 
offer,as a “FREE Item of value” and encourage website visitors to sig 
leave their email address in exchange for your digital asset. 


6 - Authority 


How can you demonstrate authority in your industry, sector, or 
niche? How can you provide social proof to your audience as part of 
your outreach, advertising, and promotional strategy? 


What are the different ways you can help to prove the wisdom you 
have accumulated over the years of providing excellent service to 
your customers and clients? 
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PRESS& MEDIA COVERAGE. 


Have you been featured in the press or on media outlets online? 
Have you won any industry awards or had your press releases 
published on any media sites? Good press coverage can go a long 
way to help build a positive reputation and position you as an expert 
online (and offline.) 


PUBLICATIONS 
Have you authored a book or e-book? 


Have you documented your wisdom and shared it on amazon? 
Authoring a book isn’t as daunting as you think. You could even 
author a book by collating or curating previous blogs and articles. 
You can also repurpose your content into courses, slide decks and 
webinars. 


Sometimes the bad things in 
Life put us directly in the direction 
Of the best things that will ever 
happen to us. 


https://www.fraserhay.com 


KEYNOTES 


Are you a professional speaker? Have you spoken at conventions, 
conferences, or tradeshows? Have you promoted your own events on 
www.eventbrite.com to help demonstrate the knowledge and wisdom 


you have? Do you offer recordings of specific keynotes as your digital 
asset, free item of value or lead magnet? 


client reviews ( now 676!) 


TESTIMONIALS 


To help demonstrate your authority, do you have written feedback 
from clients or customers? Testimonials when included in your ads, 
emails and promotional activity including on landing pages, sales 
pages and other pages on your website can help to endorse your 
expertise and authority. If you don’t have any, then why not ask some 
of your best customers if they would have any objection in writing a 
few words to say what you have done for them. Don’t forget, video 
testimonials can also be very persuasive too. 


WEBINARS 


Webinars and live streaming events can be an excellent way of sharing 
your wisdom and expertise on a given topic or subject. You can use 
the replay video and incorporate it into another landing page or sales 
page. Don’t forget you can repurpose the content from your books, 
eBooks and courses and include it in your webinars and videos for 
sharing on the wider internet too. 
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RESULTS 


Do you have social proof to demonstrate some of the results you have 
generated? The proof of the pudding is in the eating, so if you can 
demonstrate your authority by the demonstrating some of the results 
you have achieved, then it will assist you in delivering a persuasive 
and engaging message with your target audience. 


Write down which social proof tactics from above you will use as 
your.marketing message to help instill confidence and trust with you: 
audience whilst demonstrating authority in your industry, sector, or n 


7 - Your Revenue Streams 


This is going to be one of the most profitable marketing lessons you 
will ever learn, IF you apply what I share with you. 


Nothing warms the cockles of a salesperson more than getting a new 
client. Often you can secure that new client because you have a quality 


core product or service that is provided at a competitive price. 


While you may not make a great deal off that initial offering, there 
will no doubt be the chance to build on your initial rapport with your 
new client and engage in the task many salespeople know as “up- 
selling.” 


That is where the concept of the KVI Formula comes into play . 


The KVI Formula is your structured route map to building a 
relationship with your customer that begins with either giving them 
something for nothing or the purchase of initial goods or services. 
Once that initial relationship is established, you build on that 
relationship by evaluating the needs of your client and identify other 
goods or services that will also benefit your customer. 


Implementation 


Most service-based businesses have a single source of revenue, and 
often result from exchanging their staff’s time for money. This should 
be the last part of their offering and the most expensive. Whilst the 
“implementation” aspect of the model can be split down again into 4 
key revenue generation steps, the important point to note is there are 
2 additional revenue generation stages that service-based professionals 
can leverage as part of an integrated marketing strategy. 


Step 1 of the “implementation” stage is the process of finding insights 
across multiple systems and areas to enable better decision making 
and planning that solve operating challenges and create economic 
value. 


Step 2 is when you document the findings and present your 
recommendations — this is chargeable, and typically many of your 
competitors will do this as part of their “proposal submission” process. 


Step 3 is the implementation stage of your recommendations after the 
required human, technical and financial resources have been allocated 
to achieving the objectives and priorities set out in step 1. 


Step 4 is the evaluation of the project set against key drivers, metrics, 
and performance indicators. 


The 4 y 
Marketing Plan 


Is your only revenue stream derived from the execution or impleme: 
the service you offer and exchanging time for money? How can y 
package the “service” you offer? 


Velocity 


Demand by shareholders, stakeholders and stick holders in today’s 
business landscape places great importance on information and the 
delivery of it - “instantly.” 


Many small businesses struggle what to do with the information they 
create, how to manage it, or how to better use or apply it to make 
better decisions to create improved results. 


Many small businesses don’t store the right information, can access the 
right information, or extract contextual intelligence and know how to 
apply that information into tangible business capabilities. 


When we think of the word "Velocity", we also think of 2 key elements: 


"Speed" and "direction." 


The productising and monetising of that information can often help in 
the creation of new additional passive and active revenue streams. 
Service Level Agreements, customer support options, and education 
programmes designed to help internal and external customers and 
stakeholders can be excellent ways of leveraging information and in 
offering help, guidance, support, and direction when responding 
timeously to customer needs. 


deliver it with speed or in a timeous fashion? Instead of you doing the 
the client, you encourage or empower them to do the work via coac 
you offer coaching online, on-site or on the phone? 


deliver it wi offer support and direction to your customers, and hov 


Knowledge 


Many managers and owners are under pressure to seek new ways to 


develop new products and services and are actively looking to drive 
innovation throughout their business. 


The first step in the revenue generation steps of the KVI model is in 
helping business owners to optimise, and productise their information, 
knowledge, and intellectual capital to reduce costs and maximise 
revenues. 


Many revenue opportunities are hidden deep in databases and 
knowledge bases just waiting to be discovered, leveraged, and 
monetised. 


Many businesses and organisations have an abundance of under 
utilised or under leveraged “intellectual capital” that can be 
innovatively developed to create new “products” as part of an 
integrated marketing strategy and revenue model to help contribute to 
cash flow, cover costs, and increase revenue whilst they maintain focus 
on the larger consultancy or “execution” contracts. 


Many business owners or self-employed individuals simply don’t know 
the value of their intellectual capital and in many cases simply haven’t 
documented or introduced their “digital assets” and other intellectual 
capital onto the balance sheet. 


This can allow even the smallest of businesses to focus on information 
optimisation and productisation to better demonstrate expertise, pre- 
qualify prospects, and generate new passive revenue streams from a 
live pool of knowledge and business intelligence. 


Remember the value of your “intellectual capital” that you calculate 
Have. monetised and productised that knowledge and intellectua 
How can you package it and offer it to others starting by offering som 
nothing, then encourage others to buy more of your knowledge and 


in books, e-books, webinars courses etc? 


Let’s look at the potential pricing of your some of your products & 
services... 


Think about all the products, services, and solutions you want to offer 
and might not have considered yet... 


Think about what you offer for FREE, then what you offer at various 
price points for each product and service you offer. 


Give thought to the value you offer at each price point, and whether 
you double the value as you double the price for each solution you 
offer. 


Exchanging your time for money should be the most expensive part of 
your offering, and you need to give thought and consideration as to 


what you can offer at the lower price points so you can generate cash 
flow regularly as you focus on winning the larger deals you want. 


My suggestion is you need to have something to offer your target 
audience at each of the following price points. They don’t need to be 
exact; for example, you might offer a kindle book or a book between 
£0 and £25. 


Remember everyone wants something for nothing. So, give it to them. 
Offer something for free — a lead magnet or “digital asset” that will 
help you build your list and then, if you double the price, you double 
the value offering more each time. 


£0 

£25 

£50 
£100 
£250 
£500 
£1000 
£2500 
£5000 
£10,000 
Greater than £10,000 


Now, from the amounts listed above, determine which figure is the 
closest to your average sale value for your main product/service. 


I want you to make several observations at this point. 
You want... 


1. to reduce the lead time between transactions at that value 

2. to increase the no. of customers you currently get 

3. to have more advocates, and more people recommending you to 
others 

4. to improve your cash flow while you wait for your larger deals 
to close, 


Remember what I said earlier — “The last thing you want is to get paid 
for your time.” So, try and offer as many “digital” products and 
services and ways in which you can automate the delivery and 
fulfillment of your products and services. 


All service-based businesses get paid for “implementing” a service, in 


other words they exchange their time for money. This should be the 
LAST thing you do. Not the first. Put another way, this should be the 
most expensive part of your product offering. If people want you to do 
a job, they must be prepared to pay you what you’re worth and 
recognise the value that you offer to help them address their pains, 
needs and frustrations. 


So how do you get people to recognise the value you offer, and 
your true worth? 


It’s simple. You start by offering something of value for FREE. At £0. 


wey 


The Social Media 
Daily Planner 


TASTER 


http://www.slideshare.net/hayfj/social-media-marketingplantemplate 


In the example above, I offer a social media marketing plan template 
on slideshare.net, which has now been viewed by 100,000 people 
worldwide. That document is just one “lead magnet” and “digital 
asset” that I have on multiple platforms in multiple channels on the 
internet to pull people to me and encourage them to want to find out 
more. 


You don’t want to start by offering to implement a service for people 
as your only product offering for from the outset, they don’t know you, 
like you or trust you. 


You need to build trust and encourage people to want to engage with 
you. 


You want to publish into the demand, where people are hanging out 
online, and searching for information, soundbites, and solutions for 
their information needs. 


You want to demonstrate and prove that you have the knowledge, 
skills, and expertise to help them, and two examples of this are to 
upload and publish a free item of value (digital asset) to slideshare.net, 
linkedin.com or both. 


In the following example, I wrote a blog on LinkedIn that generated 


over 250,000 views. 


The original article is HERE and continues to generate views, and 
enquiries. 


Think how you can create additional revenue streams and then upsell 
your customers and clients to keep them returning and investing in 
your offerings so you can increase the lifetime value of a customer. 
Give thought what problems and symptoms they are suffering from, 
how your solution can help and how one revenue stream may feed into 
the funnel of the next. 


CHECKLISTS 
Price: FREE 
Potential: High 


Benefits: 

. Distribution 

e Quick Qualification 
Think: 


Use Avatar to decide on pains /challenges you wish to confirm 


Ba 


BOOKS & E-BOOKS 
Price: £10 - £25 
Potential: High 


Benefits: 
° Revenue & Authority 
e Needs Promotion 


Think: 


Use checklists & Avatar. Research additional content. 
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MEMBERSHIP SITES 
Price: £10 - £100 +/m 
Potential: High 


Benefits: 
° Repurpose content for video 
. Recurring revenue 

Think: 


Use Avatar to decide on pains /challenges you wish to confirm 


@ 
“a 
KEYNOTES 

Price: £1000 + 

Potential: High 

Benefits: 


° Can repurpose content, 
promote books & services 


Think: 


Extracts from books, courses & membership areas 


COACHING 
Price: £1000 + /m 
Potential: High 


Benefits: 
: Can do 1:1 or group coaching 
to leverage time spent & 
income 


Think: 


Offer specific, bespoke, personalised service on key topics 


ae 
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SOFTWARPrice: £50 + 
Potential: High 
Benefits: 


: Can take months or years to 
develop platform & team 


Think: 


Can offer freemium, Demos & Exclusive Packaged Versions 


CONSULTANCY 
Price: £1000 + 
Potential: High 


Benefits: 

. Distribution 

e Quick Qualification 
Think: 


Consider the time saved by customers and progress 


As you consider how you can increase the lifetime value of a customer 
think about each of your revenue streams, and the up-sell process. 
Think about how much you will charge for each and how you will map 
out your sales and up-sell process. 


Symptom 
Symptom Result 
symgtom res ee 
syne = == s(t. 
nesuk nm |] Cost ia 
Eas iti 
Cost: 


NAME: e REQUIRES: 
Cost NAME: yE REQUIRES 
Miia REQUIRES: 
REQUIRES: 
REQUIRES 


Symptoms 


Give thought as to what symptoms your customers may be suffering 
from at each stage. 


Results 


What results will customers experience or achieve with the product or 
solution at each stage, 


Cost 


How much will you charge for each product, service, or solution for 
each revenue stream. 


Name 


What is the name of this product, service, or solution for this revenue 
stream? 


Requires 


What do you require your customer to do to qualify their interest in 
this solution? 


Write down each of your revenue streams and the symptoms, result 
name, and requirements for each. This will assist you. 


Part 2 — Customer Journey 


JMO 


STAX 1 


1 - Attract 


For me there are 5 stages of my sales process and the customer journey 
and the first is “Attract”. 


ATTRACT 
ENGAGE 


r 
CONVERT 

+} 
TRANSACT 


Here I list all the channels, platforms, routes to market and traffic 
sources I use to generate backlinks, traffic, signup, registrations, 
appointments, sales, and revenue. 


Advertising platforms and aggregators are common with billions being 
spent on Facebook advertising, Google, Bing, LinkedIn, and YouTube 
to name just a few. 

Aggregators like www.wordstream.com , www.adriel.com and 
www.madgicx.com help you to manage all your ad campaigns across 
multiple platforms in one place by pulling your ad campaign data into 
one visual dashboard to help you to interrogate and analyse it fast.. 


Adriol saame ~ meng tence ~ CD GE! wm 
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Other tactics and routes to market including document sharing on 
slidershare.net and scribd.com. 


What about Video Marketing on Youtube.com, Vimeo.com, daily 
motion, Meta Café, crackle, and the open Video Project? 


In my book Social Media Marketing , I cover a whole host of 
different social media tactics. 


Whether it’s social networking on twitter, Facebook or LinkedIn 
posting onto your feeds and creating and sharing your own content or 
curating and sharing other people’s content, there are several ways to 
attract the attention of your target audience. 


One platform that has exploded during the Covid 19 Pandemic has 
been www.canva.com enabling individuals to create their own 
infographics, motivational quotes, graphics, and videos for sharing on 
platforms such as Instagram, Pinterest, Facebook, and YouTube to pull 
people to the landing pages on their website. 


Many people use direct reach by searching social networks and 
contacting potential customers directly and inviting them to a webinar 
or simply to connect. Sales Navigator is a software solution offered by 
LinkedIn to help automate this, but another solution you may not have 
heard about is www.linkedhelper.com and www.expandi.io , with the 
latter getting a lot of positive attention. 


Others like to use zoom.com do live video networking. Streamyard and 
believe.tv are popular choices for streaming live online events, shows 
and webinars inviting interested parties to network or participate from 
the comfort of their own home or office. I’ve tested several different 
video approaches and run my own live marketing show online with 
Steven Healey. 


There are a whole host of tactics, channels, and platforms that I cover 
in my other books to help you reach your intended audience and 
attract their attention with your persuasive & engaging headlines, 
graphics, and videos. 


Make a list of all the different ways you can attract the attention of y 
audience with what you have to offer. Write down all the platforms, 
and software you need to generate the engagement you want. 


2 - Engage 


OK, so you’ve reached out on your preferred channel or platform and 
published into the demand with the content you have created (or 
curated) to catch the attention of your target market. 


Now what? 


What do you want your prospective customers to do now? What is 
your “Call to Action”? What do you want them to buy, click, watch, or 
do? Where do you want to send them? Have you created a landing 
page to capture their details and share your lead magnet? 


Sign Up Below To Get Help With Your Customer Journey 


https://itstacksup.com/solutions/customer-journey/ 


We’ve touched on this earlier in the book about offering something of 
value like a FREE item of value or a digital asset that’s going to 
promise to help your prospective customers to fix, address or solve a 
problem, challenge, need or frustration that they may be experiencing 
now. 


To get people to want to know more, engage with you or visit your 
landing pages, what are you going to be posting about on each of your 
social networking platforms? 


Who is going to post the content or are you going to curate it from 
YouTube and various news sites? 


Are you going to schedule it as part of your content strategy? 


You can always use the tools on itstacksup.com to help you create, 
post, and engage with your target audience. You do, however, need to 


think about what you are going to post online. 


Many people use canva.com to create their content, but what topics 
will engage and embrace your target audience? If you’re looking for 
ideas, here’s 52 to consider including in your content strategy to help 
engage your target audience and pull them to your landing page(s) 
and funnel... 


1. Invite your audience to attend a FREE live webinar with a featured 
guest speaker. 


2. Share a video case study or testimonial - Remind readers of your 
successes 


3. Share a video about common MISTAKES that people make, and 
how to avoid them 


4. Curate and share a summary of industry news 


5. Share some interesting FACTS about your INDUSTRY in a blog or 
infographic 


6. Upload a HUMOUROUS video story to show you have a sense of 
humour 


7. Write a “What if......?” post to help encourage engagement 
8. Search YOUTUBE relevant topics and embed videos into your blog 


9. Create your own VIDEOS and embed them into your blog or share 
on your newsfeed 


10. Embed your own POWERPOINTS from slideshare.net into your 
blog 


11. Write a “ What is your favourite...?” post to help increase 
engagement 


12. Share a video about something you’re PASSIONATE about 
13. Ask your audience what their Bucket list is for the year ahead? 
14. Customer PAIN — Remind your readers of the problems you solve 


15. Write a post with question “If you could...?” to help encourage 
engagement 


16. Share some interesting FACTS about your PRODUCTS & 
SERVICES 


17. Share the PROBLEMS of your INDUSTRY and some potential 
SOLUTIONS 


18. Do you have some amazing facts that you want to share with your 
network? 


19. Invite GUEST BLOGGERS to post relevant content into your blog 


20. Is there a CAUSE or CHARITY that you care about? If so, ask for 
donations. 


21. Create a top 10 TIPS outlining some hints and tips for blog 
readers 


22. Ask a “Are you.... or ...... ? “Question to encourage engagement 


23. Offer a FREE item of value or lead magnet in exchange for their 
email address 


24. Write a list of FAQs of potential objections for your services & 
address each one 


25. Ask a question in your headline to draw people into your blog 


26. Use Pingler.com to “Ping” your blog url or url of recently 
produced content 


27. Share a video about Industry TRENDS - What are the emerging 
markets/opportunities? 


28. Include your own infographics created with the canva editor 


29. Explain how a particular PROCESS works - Break it down for 
people and share it 


30. Create a video or write a post asking “ What/who inspires you...?” 


31. Is there a local CAUSE or COMMUNITY project that you feel 
strongly about? 


32. Share royalty free images from pixabay.com or unsplash.com 
33. Ask in a post “Would you rather...?” 
34. Write a “Fill in the blank:” post 

Host a live networking event on ZOOM. 


36. Ask your network to make a comparison between 2 competing 
solutions 


37. Whose book have you read lately? Write a review 


38. Write an “Ask us anything...” post or host a LIVE streaming event 
of same topic 


39. Do you have some excellent market research findings you want to 
share? 


40. Have someone interview you, and record it? 


41. Write a “ Share a photo of.... “Post encouraging people to upload 


their own pics 


42. Share an experience about a RISK you took, and the REWARD 
you got 


43. Ask for OPINIONS on a particular topic or Issue 


44. Write a “ Favourite music....? “Post asking for favourite band 
posts 


45. Share some interesting FACTS about YOU 

46. Share a solution to a specific, RELEVANT problem 

47. Share a funny, strange, topical photo and ask for comments 

48. Write or share a “Have you ever....” Post to maximise engagement 


49. Write an upbeat INSPIRATIONAL post to give your readers a 
mental boost 


50. Publish your podcast and share the url 


51. Write a post and your favourite group on Facebook or LinkedIn & 
share the post 


52. Offer a free copy, trial, or subscription in exchange for a “beta 
tester” review 


Now let’s put some of these to the test and monitor the engagement 
and response... 


each, week on a different social network and monitor your dé 


cach week on tactic from the list above, and using a different one « 
c 


analytics, or key metrics to see the increase in engagement. 


3 - Convert 


There are 7 potential reasons why random browsers and visitors to 
your landing pages and sales pages on your website won’t engage or 
buy from you. Let’s take a closer look at what they are and how we 
can improve the conversions of signups and registrations and help you 
to build your list. We will then take a closer look at some of the tools 
and solutions you can also use to help maximise conversions. 


1. They don’t know you or trust you. 


Give them a reason to want to get to know you and give them a 
reason to trust you. Testimonials can help. A Money back guarantee 
can help. Offering a FREE trial or download can help. Start raising 
your profile, and visibility by blogging, authoring articles, networking 
online by attending live streaming events, hosting webinars, and 
sharing your blog posts etc. 


Be different. Offer something different. Stop offering features. Start 
offering real benefits. Do you empathise with your target audience, do 
you know the problems they have, and can you genuinely help them? 
Do you serve to help? Or do you serve to control? What tactics can 
you use to get people talking about you and referring you to others 
who need help in the area you specialise in? 


Q. What social proof or “testimonials” do you have to demonstrate wh 


offer— works? 
2. They don’t want what you are selling. 


A toughie. If they don’t want it - Don’t push it. But if they need it, and 
they don’t just recognise that they need it, think how you can 
demonstrate or prove the value you offer. Think how you can allow 
them to conclude that they have a need for what you offer - for the 
cost in not acting or choosing one of your solutions will be much more 
expensive overall. 


You certainly don’t want to waste time and money going to 
appointments to drink their coffee, waste their time and yours if it 
could have been decided hours, days or weeks ago whether they were 
interested in what you have to offer or not, and whether they need 
what you offer or not. 


Q. What “objections” do prospects make as an excuse not to buy? 
them, and address them head on. 


3. They won’t pay what you want to charge them 


Again, this is simply because they haven’t recognised the value you 


Mak 


offer. Calculate and demonstrate the opportunity cost, or the real cost 
in not acting. Calculate and demonstrate the saving or efficiency you 
offer, and/or the inefficiency, waste or spiraling cost or loss in not 
working with you. 


Try this - Write down how much you want to generate in sales in the 
next 12 months - go on, write it down. 


Write down how much you want to earn in revenues in the next 12 
months. Done it? OK, good, now write down what your annual 
revenue is now. Go on; write down what your annual revenue is now. 
Done that? Excellent. 


Now subtract your second answer from the first answer. 
That’s how much youw’re losing or not generating now! 


Q. How can you illustrate that point or perform a similar exercise witl 
prospects and clients? 


More importantly, how are you going to generate those revenues you 
want? 


4. They just don’t believe in you. 


Then prove it. Demonstrate it. Give them reason to. Offer a sample, a 
puppy dog close - a FREE trial. See 3 above. Show them the hundreds 
of testimonials you have, or all the videos you have on You Tube, 
links to your previous blogs - so they can sample you, what you know, 
what you’ve achieved and what you believe in - People buy from 
people they like. 


Your prospects want 3 things - Confidence. Progress and Results - so 
give it to them. Give them the confidence they crave - and that you 
can help them to achieve the progress and the results you offer. 


Quite often they simply don’t know what it is they want because they 
don’t where they’re at, or where they’ve been, and thus they don’t 
know where they’re heading. 


So why not help them do that - it starts by building confidence in your 
prospect’s mind so that they can start to make progress and know that 
by working together will lead to improved results. Allow them to 
experience the help, guidance and support you offer, and how much 
you go the extra mile to nurture the relationship. 


Q. Proof of Performance. What proof do you offer and share? 


5. The timing isn’t good. 


Reschedule. Plan. Illustrate and demonstrate the cost in not acting 


now. Introduce scarcity, limited stocks, impending price increase, 
delayed delivery times in not acting - Ask “why” the timing isn’t good 
- to draw out the real reasons or objections and not just the excuses. 


Offer a discount to commit today, but accept delivery in 1-, 2- or 4- 
months’ time. Will the “timing” ever be right, will the cost of their 
pain increase in the meantime/interim? What was your answer in that 
little exercise in 3 above - how much of a gap is there where your 
prospects are now, and where they want to be, more importantly, do 
they know what they want and know how you can help them achieve 
it? 


Q. What tactics do you use if “timing” is an objection? How do you ov 
this% 


6. They recognize the value, but they don’t have the budget/ 
money 


Remind them of the cost in not acting. Introduce a discount for 
prepayment. Offer Split payment terms. Offer a Finance option, a 
Lease option, subtract or take away some of the value you offer, for a 
lesser offer or lesser price. 


Ask them on a scale of 1-10 how serious they want to solve the 
problem, and how much they can afford to lose or continue to lose 
compared to the price you charge. Why not offer them a 100% return 
on their investment? 


Q. Do you have a “budget,” “standard” or “premium” offering? How d 
appeal to different budgets? 


7. Un-Answered Questions 


Un-answered questions prevent sales from happening, so draw out the 
questions in advance via a list of frequently asked questions on your 
website, pre-empt the questions during your presentation by saying 
“yov’re probably wondering.... well, what we do is....,” Un-answered 
Questions can be eliminated by identifying the un-asked questions and 
answering them before the prospect even thinks of them. 


Un-answered questions are usually a lack of product knowledge or 
more importantly, a lack of belief in the product or lack of research in 
your customer’s needs. 


Q. What Questions have you forgotten to ask YOUR prospects to er 
qualify them enough and don’t waste your time or money on tyre kick 


So now that you know common reasons why people fail to engage on 
your landing pages, here are 10 tactics that many website owners use 
to maximise signups, registrations, and conversions. Think which ones 


you can use and which tools, resources, or software you may need to 
automate the execution or implementation. 


CONVERSION TACTIC 01 - POP-UPs 


Imagine, One Cloud Based 


Marketing Platform 
gise & Optimise Your Marketing 


Apparently depending on which study you read, conversion rates can 
be increased for signups and registrations for your free item of value, 
lead magnet or digital asset by as much as 5-10% and people 
especially respond well to video pop-ups. 


As mentioned previously, you can offer your FREE video, webinar, 
report, article, or consultation 


and ensure the offer is specific and that your pop-up offer appears 
10-25 seconds after the random browser is on the page. 


You can set a cookie so that the popup only appears on the first visit 
to the site or page to reduce the annoyance factor and enhance the 
user experience and conversions. 


You can also set your pop-up offer after site visitors click [X] to close 
the page they are on. 


One thing is for sure, you want to make it easy for your visitors to 
close the pop-up so that the annoyance or irritation factor is 
minimised. 


Q. Do you have popups appearing on your landing pages after a short 
when s to exit the page? What FREE offer could you make availabl 


CONVERSION TACTIC 02 — TESTIMONIALS 
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By adding social proof and testimonials to your landing pages, 
(especially video testimonials) can enhance and improve conversion 
rates. 


Another commonly used tactic, often just as effective as testimonials is 
including company logos on the page. The power of branding by 
association and in keeping good company is often done with a 
scrolling portfolio of customer logos. 


Add or embed magazine, trade, peer, or client reviews to help increase 
conversions. Many affiliate marketers create mini review sites 
containing video reviews of the products, services, and solutions they 
offer to increase click thrus and conversions. 


Social proof could also consist of infograhphics, photos, charts and 
diagrams confirming the efficacy of what it is you offer. 


Q. Do you have testimonials or video testimonials on your landing paç 
sales;pages? If not, then consider adding some. 


CONVERSION TACTIC 03 - NO MENU OPTIONS 


Eliminate as many distractions as possible. No menu options or 
choices will keep your random browser of site visitor on the page 
without wanting to click away from the page. 


Remember the old AIDA formula — 


Attention — A good self-qualifying headline that gets the visitor saying 
“That’s me” 


Interest — Explain what typical results they can achieve with your 
product or solution. 


Desire - Encourage your site visitors to confirm their goals and 
objectives 


Action - Include a clear Call to Action (CTA) so they know exactly 
what to do next 


A clear landing page that the visitors read from top to bottom without 
navigation menu options to distract them will increase conversions 
especially if you add a signup form and video with testimonials and 
clear instructions of what to do next. 


When possible, implement the following (and not much else): 


Sign Up Below To Get Help With Your Business Model 


Try and remove all distractions from the page. 


Some website owners use heatmap analysis tools like crazyegg.com to 
help identify what people are looking at on the page and can help you 
to minimize and eliminate distractions. 


Other items to maintain interest, curiosity and keep your audience 
focused and not distracted on the page, include: 


+ Headlines and subheadings 
e Videos 


e Testimonials or reviews 
e List of features and benefits 
e Live Chat 


Q. Have you checked you have no top or side menu navigation menu ¢ 
on your landing pages to ensure your website visitors are not distracte 


CONVERSION TACTIC 04 —- SHORT SIGNUP FORMS 


Sign Up Below To Get Help With Your Marketing Strategy 


Many people will be curious, their emotions stirred and will want the 
free item of value, digital asset, or lead magnet that you are offering. 
However, they want to spend minimal time on your site and use the 
least amount of effort to get what you are offering. 


To encourage more signups and registrations and to increase 
conversions. 


People are used to giving their name and email address, but the more 
data you ask for them to complete on your signup form then the less 
chance they will give you their personal details in exchange for the 
freebie you are offering. 


Improving signups, registrations and conversions will happen if you 
reduce the number of fields that you have on your signup forms. 


Q. Do you have popups appearing on your landing pages after a short 
when goes to exit the page? What FREE offer could you make availabl 


CONVERSION TACTIC 05 - HAVE A SPECIFIC CTA (CALL TO 
ACTION) 


If you want to improve conversions and increase the signups and 


registrations on your landing pages, then be specific with your call-to- 
action buttons. 


Far too often people have simple, bland, and generic call to action 
buttons. 


A good tactic is to lead your website visitor by the hand and to subtly 
get them to make the decision to act. Get them to agree that they have 
already chosen to act. 


stake YES, SIGN ME UP NOW 
up 


Add the word “Yes” at the start of your CTA text. 


Q. Have you checked your CTA (Call to Action) Buttons, to see what te 
use t imise conversions? 


CONVERSION TACTIC 06 —- OFFER A GUARANTEE 


Now, there’s a couple of options here that can help to maximise 
conversions on your posts, ads, landing pages, website when it comes 
to introduce a guarantee. 


People love guarantees and love to minimize and reduce risk. 


Some want to mitigate and eliminate risk to ensure their purchase and 
money is safe and will often look for a “Money Back Guarantee.” Do 
you offer a money back guarantee? 


You could also offer a conditional money back gurarantee where you 


offer their money back if they follow your instructions to the letter 
and use your product or solution in the exact way you specify and if it 
doesn’t yield the results you promised, then give them their money 
back. 


Other website owners use the word “Guarantee” to specify their own 
guarantee which could be anything from answering the phone within 
3 rings, free mainland delivery charges, to respond to emails within 
24 hours etc. 


What are you confident about the product, service, or solution you 
offer? 


What do you guarantee? 


Some website owners in wanting to reduce and mitigate their own risk 
of paying out on fraudulent claims under their money back guarantee 
introduce a “Refunds Questionnaire.” 


This is a simple form that people are required to complete by 
answering questions about their purchase, and confirming they 
followed the steps required to get the results they want. They are 
often asked to include and attach screengrabs or other evidence to 
prove that they followed the instructions and have a valid claim. 
Think how you can introduce this step t o safeguard against 
fraudulent claims using your money back guarantee. 


You can also restrict your money back guarantee to 7 days, 30 days, 
90 days or to really help increase conversions you can offer a 365-day 
money guarantee. Don’t forget about making it a qualifying money 
back guarantee or in introducing a refunds questionnaire to eliminate 
fraudulent claims. 


Q. What can and do you guarantee? Do you offer a conditional money 
guarantee? Could you for a limited time only? 


CONVERSION TACTIC 07 —- NEARLY OUT OF TIME 
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To create a sense of urgency and to increase conversions, many 
landing pages and sales pages use countdown timers to instill people 
to action to get them to act before the time runs out at the deadline 
clearly shown on the page. 


Many visitors will not want to lose out on the special price or free 


bonus you are offering if they act after the deadline so will want to act 
fast, act and gain from your offer before the stipulated end date or 
time. 


A countdown clock of 12 hours or less can be good on sales pages 
prior to a price rise. 


A countdown clock of 60 minutes or less can be good for when a FREE 
bonus will be withdrawn 


A countdown clock of 5 minutes or less can be good to display the 
start time of a free webinar. 


Watching the timer counting down with just enough time for the site 
visitor or random browser to read, watch or listen to the content and 
offer on the page whilst keeping the pressure on them to think that 
they will lose out if they do not act fast can really help with 
conversions. 


I have used countdown times many times over the years and seen 
conversions increase by over 250% when having added one to a 
landing page. A simple cut n paste of a short code or embedding a free 
countdown script into your page can really help with improving 
conversion rates. 


Q. Could you add a countdown clock to your “launching soon” pages, 
signu ges, Limited offer pages and sales pages? 


CONVERSION TACTIC 08 — MAKE IT AS EASY AS POSSIBLE 


STEP 1 STEP 2 STEP 3 
EXPERIENCE SCHEDULE AUTOMATE 
A FREE INSTANT A FREE YOUR BUSINESS 
BREAKTHROUGH 1-2-1 CHAT ONLINE 


People like to complete tasks that they start and like to experience a 
sense of fulfilment with the completion of tasks. They are also silently 
begging to be led. 


So, if you have four steps to your selling process then show the 4 steps 
and which step the visitor or user is currently at on the page they are 
visiting and how many steps are left. 


This is often seen on travel sites when booking flights or trains. 
It is often seen on ecommerce shopping sites. 


You are reminded at the top of the page where you are in the buying 
process and how many steps are left to complete. Ideally, 4 steps or 
less are best for maximizing conversions. 


The other thing of course is to make step 1 of your signup process as 
easy as possible. You want to make it quite easy for the website 
visitors to give minimal data to sign up and become a member, user, 
or customer on your site. 


Allow them to add additional information after they signed up. 


Many websites create a user profile and allow their users to edit their 
profile after they have signed up and logged in to the private or 
restricted area of the website. 


Many users add a photo or more personal information once they have 
received their login details and access their member area, digital asset, 
freebie, or bonus for the first time. 


A good way to save time and make it easy is to offer an alternate 
signup or login solution. 


Sign In to SlideShare 
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Slideshare.net is a document sharing site and an excellent resource for 
sharing slide decks, presentations, PowerPoints, PDFs, whitepapers, 
and other marketing materials to help you publish into the demand 
and share your content with a hungry audience looking for documents 
checklists and presentations relating to your industry. 


They and many other websites offer an alternative signup and social 
login solution to make it quite easy for visitors to sign up fast. Why? It 
simply works. It helps to improve conversions. 


Here are 9 social login WordPress plugins to help speed up your 
signup process. 


1. Nextend Social Login 


C) 


NEXTEND E-O 


SOCIAL LOGIN 


@) Nextend Social Login and Register 


https://wordpress.org/plugins/nextend-facebook-connect/ 


1. Social Login 


Social Login 


40 Social Login & Register for WordPress - 40+ Social 
=n" Networks / OneAll INC 


OneAll Social Login 


1. AccessPress Social Login Lite 


https://wordpress.org/plugins/accesspress-social-login-lite/ 


AccessPress 


SOCIAL LOGIN 
iiae 


e AccessPress Social Login Lite - Social Login WordPress 


Plugin 


y AccessPress Themes 
1. WooCommerce Social Login 


https://woocommerce.com/products/woocommerce-social- 
login/ 


1. Super Socializer 


https://wordpress.org/plugins/super-socializer/ 


SUPER SOCIALIZER 


Absolutely FREE, Lightweight 
No Third Party Registration, No Middle Layer 


Free icon Customization options 

Mobile Responsive, AMP Compatible 

100 Social Share/Bookmarking Services 

Social Media follow icons and official Like Buttons 
Compatible with BuddyPress, BBPress, WooCommerce 


Ka WordPress Social Share, Social Login and Social E 


Comments Plugin - Super Socializer 


1. Social Sharing by miniOrange 


https://wordpress.org/plugins/miniorange-login-openid/ 
© How to setup WordPress Social Login plugin — 


Setup video for 
Plugin on WordPress 
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1. Youzify 


https://codecanyon.net/item/youzer-new-wordpress-user- 
profiles-era/19716647 


1. Ultimate Membership Pro 


https://codecanyon.net/item/ultimate-membership-pro- 
wordpress-plugin/12159253 


THE #) SELLING WORDPRESS MEMBERSHIP PLUGIN 


embershipg, | commen nce lil 
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1. UserPro 


https://codecanyon.net/item/userpro-user-profiles-with-social- 
login/5958681 


= 
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BEST USER PROFILE AND INSTANT COMMUNITY PLUGIN 

, Customizable Login & | 1-Click Social Connect 
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Badges & Achievements 
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Q. Will you add social logins to your website to make registration easi 
maximise conversions? 


CONVERSION TACTIC 10 — LIVE CHAT 
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CI) KnowledgeBase 


y 


In my coaching and workshop sessions, I share that there are 3 things 
that can prevent a sale from happening: 


1. Timing 
2. Budget 
3. Un-answered (Also Unasked) questions 


A Live Chat bot on your landing page or sales page can address the 3r4 
one on the list by allowing website visitors to ask questions about 
your offer and receive answers in real time. 


Some website owners address this with an FAQ page (Frequently 
asked questions) section or knowledge base on their site. Here they list 
commonly asked questions and objections accompanied by the 
appropriate answers. 


Others have a live chat. Many now integrate Facebook messenger into 
their website. 


This can be an excellent tool to build confidence in your website 
visitors and give an indication of the level of support you offer by 
answering questions in real-time or with pre-populated and automated 
responses to common questions, objections, and concerns. 


Q. Have you made a list of common objections your prospects have an 

list of FAQs or knowledge base to help answer them or have you adde 

chat to your website to help increase conversions on your landing pag 
BONUS CONVERSION TACTIC — A/B TEST YOUR HEADLINES 


How Much Are 


| = 1,5 or 20 
kÈ NEW Clients 
— Worth You? 


Want Help to Get 
More Conversions? 
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I mentioned earlier that a good way to increase conversions is to use 
the AIDA formula and the first letter A is all about attracting the 


attention of your website visitors with a good headline or killer 
qualifying question. 


The question is how do you know which one works best or will 
generate the maximum number of conversions? 


The answer is simple. You need to test. You need to conduct an A/B 
test. 


Afterall, if your headline isn’t interesting, doesn’t get them thinking 
and doesn’t get the reader to want to read on then they’ll click [X], 
[BACK] or go off to another page or site. 


If you can attract the attention of your readers with a good headline it 
will pull them in to the main copy of your landing page, offer, blog or 
article up to 500% more effectively than a poor headline, so we must 
test different headlines. 


Weve mentioned using heatmaps and we include one on 
itstacksup.com and the facility to do A/B testing of your headlines. 


Here are some specific tips to help you in testing your headlines. 


a) Create a sense of urgency (like 
we do by adding a countdown 
timer) 

b) Include a testimonial or case 
study result. 

c) Quote a shocking statistic, 
number, or fact 

d) Use powerful words in your 


sales copy to stir the reader’s 


emotions 


e) Ask a question to qualify the 
reader to say “Yes that’s me” 

f) Remind the reader of the pain, 
needs and frustrations you can 
help solve. 


Q. Which landing pages or sales pages on your website do you want tc 
and test? What are the headlines you want to test in your A/B test? 


4 - Transact 


There are several payment processors to help you automate the 
process of paying for products, services, and solutions. With over $280 
Billion in transactions processed by PayPal alone in 2015, and the 
global market now worth $6.6 Trillion in 2021, it is clear with the 
growth of websites like eBay and Amazon that both consumers and 
businesses trust paying online for good and services. 


PayPal | 260 | Google — Authorize.Net VEN 
a 
WorldPay ‘USA 
Skerill © Payza | WorldPay ay 
quickpaynet SAP Do StMerballing> jas AUJUNE AEG Payment’ 


wt BluePay VISA (nerca 
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Some of the more popular Payment solution providers include: 


+ PayPal 


Google Checkout 


Stripe 


Apple Payments 
PayPal Checkout 


Authorized.net 


Payfast 


First Data 
World Pay 


Amazon Payment 


Sage Pay 
Have you got an SSL Certificate? 


According to Heart Internet, having an SSL certificate for your domain 
and website is in “Providing essential peace of mind for both website 
owners and visitors, Secure Sockets Layer (SSL) Certificates offer 
world-class data protection and increase browsing confidence for your 


visitors. 


Having an SSL certificate shows your visitors you have a trustworthy 
online presence and enables you to securely take online payments and 
store confidential data using your website. 


You will also want to make sure, both for your sake and that of your 
customers, that your payment processing is secure, which requires an 
SSL certificate and compliance with PCI-DSS standards. Most 
reputable payment gateways can help you set these up. If you plan to 
offer subscriptions or other recurring payment schemes, choose a 
payment gateway that can handle that.” 


Cheap and inexpensive to run 


Many payment processors are cheap and easy to set up and many only 
a short bit of code to be inserted into your sales page for facilitating 
your sales transactions. 


Unfortunately, many of them do require your website visitors and 
customers to already have accounts with them although many allow 
you to use a credit card or debit card without having to login. 


Payment sites like Google, Amazon, PayPal, and Stripe have millions 
of members and you can also list your site in their directories. 
Transaction fees are often under 5% and allow your customers to 
transact in several different ways. 


Which of the following do you facilitate on your website, and which 
are payment methods you could introduce for different products, 
services, and solutions that you could offer? 


Online Payments 
Subscription Payment 

Buy Now Pay Later 

Wallets 

Donations 

Pre-Orders 

In Person Payments 
E-Cheque 

Monthly recurring payments 


According to Finextra.com, the top 5 digital payment trends include: 
“1) A rise in Innovative Payment Products 


With everything going around globally, people today are trying to go 
contactless in every area. 


According to the National Retail Federation, 67% of the US retailers 
now accept some form of contactless payment. In Europe, Visa reports 
that 75% of in-store payments are now contactless. Not only this, but 


according to Masterclass, In March 2020, UAE recorded 100% growth 
in contactless payments than last year. 


As a result, you would notice a boom in NFC (Near-field 
communication) EMV, the technology that powers contactless 
payments. It allows users to wave or tap on their smartphones to make 
a payment; thus, things like tap and go QR codes and contactless cards 
would become more popular than ever. Even devices like 
smartwatches and smart speakers that allow you to execute payments 
in the same fashion could become widespread. 


Tech companies like Apple, Samsung and Google already have their 
respective contactless payments, and the same trend may spill over to 
MENA. 


2) Focus on stronger security 


It is understood that anything on the web is prone to cybersecurity 
threat; hence now that digital payments are the way to go forward, it's 
essential that we also focus on security as we embrace it. 


Payment companies, in the forthcoming future, will focus significantly 
on improving their existing cybersecurity framework. In doing so, AI 
(Artificial Intelligence) and ML (Machine Learning) powered systems 
may take the lead. 44% of the companies already use these 
technologies to detect and prevent security intrusions, as per TCS . 


Additionally, the CA (Customer Authentication) process may also 
become critical to add a different layer of security to payments. Facial 
recognition, biometric and voice-enabled payments being essential 
factors in ensuring a robust CA process. 


3) Integrated Payments 


Earlier, there was a clear distinction between financial service 
providers and merchants. Today, merchants are integrating payment 
services on their platforms. 


The entire point of integrated payments is to offer a seamless checkout 
experience for customers. They do not expect payment to be a 
separate part of the exchange but think of it as a part of the trade and 
thus want to avoid extra steps for its completion. 


Hence Merchants can easily activate PIS (Payment Initiation Services) 
on their platform. It allows them to directly interact with their 
customer's bank via open API and execute transactions with prior 
consent. 


According to Accenture, 50% of adults are comfortable letting third 
party's initiate payments on their behalf. 


4) B2B Payments Redefined 


With all the advances in FinTech and Payments being centred mostly 
around everyday lives, the B2B payments sector has gotten left 
behind. We forget that people in B2B are the same people in daily 
lives with access to top-class financial services and that the fractured 
B2B experience makes them go irked. 


Hence, the payments industry needs to shift gears and bring about the 
same level of quality, security, and speed to B2B payments. In the 
forthcoming future, we can expect a significant focus on 
personalisation, customisation, and speed in B2B, especially as the 
need for it continues to grow. 


We may also expect integrated payments to become popular for this 
set since B2B tech platforms contribute to a sizable chunk of B2B 
transactions every year and still don't make money on them. 
Integrated payments will allow them to connect with payment 
facilitators and take a revenue cut from the transaction cost. 


5) Evolution of P2P payments 


Since the pandemic, the audience for P2P payments has broadened 
from tech-savvy millennials to even the older generation. Platforms 
like PayPal, Razorpay have grown in popularity and seen a surge in 
their average transaction volumes. 


The next step for them may, however, be to expand their offerings and 
increase revenue. Many payment platforms already provide additional 
services like investment and trading, cryptocurrency transactions and 
debit card offerings. They are heading to become like a bank. 


The same trend might transcend across platforms as the business 
opportunity keeps growing because of mass user attention. 


The Rise of Payment Services in MENA 


The payment industry might especially see an uptrend in the Middle 
East as the Gulf Cooperation Council is heavily promoting the 
adoption of digital payments. Additionally, there is also a vast 
opportunity in North Africa because of easy accessibility to such 
services. 


More so, the population in this region is tech-savvy, with 30% falling 
under the age bracket of 15-29. With all the odds being in the region's 
favour, millions of dollars are invested in VC funding in start-ups that 
function in the area. And we, as partners of some of the FinTech and 
Payments companies in the region, have sensed the growth of it. 


So, the near future for payments seems to be shaping up with 


innovative ideas and technologies along with the growing opportunity 
in the regions like MENA.” 


My conclusion? PayPal is particularly good with excellent tools, 
resources, support and covers a wide geographical area, but is one of 
the more expensive platforms but the brand has created a lot of trust 
online with consumers. 


Stripe offers excellent security and Amazon has the cheapest 
transaction fees and is extremely popular and well trusted by 
consumers and businesses alike. 


Whichever payment processor you use ensure you check your insights 
and analytics for abandoned shopping carts and part completed sales. 
This is where your LIVE Chat tool can come in very handy to 
maximise your sales conversions, and an automated email can also be 
sent out depending on how you tag. segment and create your data lists 
and email nurture sequence on your site. 


Q. Which payment processor are you using? How much are their fees? 
custo data are they processing on your behalf ? 


5 - Scale 


Now we'll cover this in more detail in the next chapter the different 
components of your MarTech Stack and how you can automate your 
marketing funnel, but in simple terms if you have defined and 
documented your business model, mapped out the data you manage at 
each stage and each stage of your sales process, you are then ready to 
map out your workflow and business processes in preparation for 
automating the entire sequence of triggers, events and automated 
actions. 


Map Out Your Funnel 
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To scale your marketing and business growth, you have a choice. 


You can choose to automate or delegate the marketing tasks that you 
perform. MarTech is all about leveraging marketing technology to 
scale your business, and this is the stage we take a closer look at some 
if the tools you can use to do just that you need to perform less tasks 
personally and seek to automate or delegate. 


Let’s split automating the sales and marketing process into 4 areas: 


e Message 

e Lead Generation 

* Sales & Selling 

+ Marketing Automation 


MESSAGE 
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To maximise the results, you want from your marketing you must start 
with your marketing message. For before you create any content or 
place any ad creative online, you need to decide what your marketing 
message is. 


By referring to your avatar and section one of the book will help you 
to define your marketing message, the problems and challenges you 
solve and for whom. You also need to be clear on the features and 
benefits you offer. 


As part of what we offer with Itstacksup.com we can help you in 
creating a persuasive and engaging sales message for each of the 
above and we can also help by offering Canva ad templates and a 
Canva editor to help you define and refine your marketing message, 
create your content for posting on your social networks and for 
crafting your ad creatives for each of your intended platforms. 
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One of the growth areas in the last 18-24 months has been the 
explosion of ad tech, aggregators, and outreach automation tools to 
generate connections, followers, signups, and registrations. 


In one week, I added 223 new connections to my network simply by 
using the search facility on LinkedIn using my customer avatar to zero 
in on who I thought my prospective customers were and inviting them 
to connect with me. 


There are now many different automated tools available for 
automating your direct outreach and lead generation on LinkedIn 
including these 3: 
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https://www.expandi.io 
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10 x LinkedIn Post Views 


, . E p Zinedin marketing tects can’ ive mith ut? 1 tempos ee 
With Likes From ] e | 
Other LinkedIn 
Content Makers @ a 
4000+ users already S Ee 
ve ve ve w K reviews only > 

— 
https://lempod.com 
5 SALESHUB Platform + Pricing Templates Integrations CustomerStories NoSpam Resources * Free Trial 


1-1 Sales Automation 
that makes people reply! 


Imagine what Personalization + Automations can do for your business! 


START FREE TRIAL > 


https://saleshub.ai 


When it comes to ad tech and using automated tools to assist you with 
placing ads on Facebook, here are 3 tools to consider helping you 


scale your marketing and business growth online... 
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https://adriel.com 
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https://www.wordstream.com 
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To scale your marketing and business growth online. Consider how 
you can automate or delegate your lead generation, direct outreach, 
and advertising 


Q. Which MarTech will you use to assist you to automate and scale yo 
generation, direct outreach, and advertising online? 


SALES & SELLING 


For me, sales and selling are about being able to persuasively 
communicate the facts, features and benefits of your products, services 
and solutions to your customers and clients, get the sales and collect 
the money. 


Video and live video streaming has exploded in the last 2 years and 
help individuals to lower their marketing acquisition costs and to 
reduce their cost per sale. 


Video streaming can eliminate travel costs, accommodation costs and 
more importantly enable you to sell to more than one person at a 
time. 


There are many tools to help automate the scheduling of appointments 
with your target audience and we integrate one into our platform at 
itstacksup.com. Scheduling tools enable a prospective customer to 
book or schedule a telephone or zoom call with you and have the sales 
appointment booked into your calendar, diary, or schedule instantly 
and have a confirmation sent to both parties directly. 


ce Calendly Individuals Teams = Enterprise Product Pricing Resources Leg in > 


Easy 
scheduling 
ahead 


Calandly is your hub for scheduling meet 


professionally and efficiently eliminating the hassie of 


bock-ond-forth emails so you can get back to work 


https://www.calendly.com 


it Schedule A FREE Strategy Call 


https://www.itstacksup.com 


OK so they have used your scheduling tool to book a strategy call, 
reserve a seat on your live networking event or secure an appointment 
with you. You now need to consider which marketing technology or 
(MarTech) you will use to facilitate that webinar, call or appointment 
online. 


Here are 3 tools to help you automate selling to your intended 
audience either by recording videos and uploading them to your 
website as a prerecorded video or by streaming a live event via your 
website blog or social media platform. 
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https://www.streamyard.com 


When it comes to sales and selling online via Zoom and live video 
streaming, many website owners do not follow a process, a system, or 
a script. 


Many do not ask for an electronic signature or send proposals by 
return after a 1-2-1 chat over zoom or after hosting a webinar. 


Do you? 


Others do not have a methodology for raising invoices and collecting 
payment in advance to assist their cash flow. 


Do you? 


If you’re selling products online, think which ecommerce tools you wi 
auth your sales process or if you are selling a service or solution, 
how you can automate your appointment scheduling and delivery of y 
webinars, events, and sales calls. 


AUTOMATION 


Gas to List 


Automation can be especially useful and powerful in aiding a business 
to save time, money, prevent duplication of effort and to streamline 
operations. All of these are especially important to stakeholders, 
shareholders and investors as is creating a scalable system and process 
that can be repeated time and time again to help raise the profile of 
the business, generate more leads, and convert them into sales. 


Unfortunately, many people rush to implement a technical platform or 
solution and often get overwhelmed, confused, or perplexed by the 
acronyms, the graphs, the technical requirements, lack of time or 
expertise to assimilate the information and how it can solve specific 
marketing challenges that may be holding the business back and 
preventing its growth online. 


For me, there are 78Goals you need to achieve with your MarTech 
Strategy, and they include: 


e Define all workflow, processes and the data required and 
processed at each stage 


e Creating a customer avatar and persona so you know 
who you are targeting 


e Attract their attention by focusing on the problems and 
challenges you can solve 


e Engage regularly with your target audience and pull 
them to your landing page 


Nurture your engagement into a conversation on zoom 
or phone 


Transact and measure conversions 


Leverage relationships to create returning customers and 
increase lifetime value 


Monitor performance and focus on ways on improving 
your return on investment 


However, before we can set new automation goals, objectives, and 
priorities we need to establish where we are at now, and what is 
holding us back and preventing the results we want with our 
marketing technology and automation strategy. Far too often, we 
spend a lot of time, effort and money dealing with the symptoms of 
poor, bad, or selfish marketing management and fail to identify the 
root cause of what’s really preventing us from achieving our goals and 
objectives. 


Don’t get me wrong, having the right solutions and platforms in place 
IS important, but having the right strategy is just as, if not more 
important. You need to have a thorough understanding of your 
business, your customers, processes, current marketing environment, 
and why your marketing isn’t as streamlined, efficient or as profitable 
as it could be. 


To help you understand what marketing technology (MarTech) you 
need to achieve your goals, then answer the following questions. Add 
up your total NO responses and make a note of your score 


Have you defined & documented your MarTech Stack? 

Have you registered & documented your requirements for compliance 
with GDPR? 

Does your website have a privacy centre containing all your policies & 
key statements? 

Do you have a clearly defined sales message for each step in your 
marketing funnel? 


Do you have a technical solution in place for each step of your 
marketing funnel? 


Do you have an automated process for following up, closing and up- 
selling prospects? 


Have you created a FREE item of value to PULL people into your 
marketing funnel? 


Have you created a Call Scheduling page on your website for people 
to book a 1-2-1? 


Have you created a system for sales prospecting and generating leads 
online? 


Does your call scheduling tool sync with your google calendar & send 
confirmation emails? 


Do you have a specific sales strategy for closing sales via zoom, 
webinars, or Live Events? 


Do you issue a sales proposal & collect online e-signatures & payment 
in advance? 


Have you decided on, documented your Lead Generation requirements 
& who is responsible? 

Have you decided on, documented your Sales & Selling requirements 
& who is responsible? 

Have you decided on, documented your Ecommerce requirements & 
who is responsible? 

Do you use heat maps to analyse what people do on your landing and 
sales pages? 


Do you have a marketing dashboard to help centralise insights and 
analytics? 


Do you manage all your social media profiles in one place? 
Do you have a CRM System integrated into your website? 


Do you have an email sending and nurture system integrated into your 
website? 


Is your website as productive, efficient, safe & secure as it could be? 
Do you automate any aspect of your lead generation or prospecting? 
Do you automate any aspect of your ad creative or ad management? 


Do you automate any aspect of your content creation, scheduling and 
posting? 


Are you happy with your existing market research to identify new 
sales opportunities? 


Have you mapped out your workflow and processes for each step in 
your funnel? 


Have you broken down each step of your customer journey and what 
data you store? 


Do you know how many leads you need to give you the revenue you 
want online? 


Have you conducted an audit of all 47 areas of your marketing funnel 


you could automate? 


Are you currently generating the ROI you want from your monthly 
marketing spend online? 


Are you generating the number of signups & registrations you want 
online? 


Are you generating the level of sales conversations, appointments & 
Zoom calls you want? 


Are you converting the level of leads & prospects into sales you want 
each month? 


Do you have a data tagging and list management tool in place? 
Do you have a task management tool to help hold staff accountable? 


Would you like a FREE confidential Chat to discuss your score & your 
available options ? 


Add upvall your NO responses & make a note of your TOTAL 
Which of the following best describes your current situation? 
1. YesT’m all fine thanks. 

2. Ah, raised some good points. Got me thinking. 

3. Woa. I recognise I need to act at some point. 

4. This is all too overwhelming. I need help with this — fast. 
5. Pm going to focus on my top 3 priorities from the list. 
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The 6 Areas of Your MarTech 
Stack... 


At this stage, you’re wondering what a MarTech Stack is. For me, it’s 
the collection of hardware, software and netware required to 
automate your business processes and workflow to better manage the 
data generated from the sales and marketing function to increase 
productivity, efficiency and ROI for stakeholders, shareholders, and 
investors. 


Your MarTech Stack allows you to manage the planning, execution 
and automation of your sales and marketing process. It enables 
website owners to create, place, manage and evaluate their online 
marketing campaigns and to interrogate your audience data to help 
improve your results and scale your marketing. 


At Itstacksup.com, we offer help to plan, document, execute and 
automate your marketing and MarTech strategy in 6 key areas: 


Your MarTech Stack Consists of 6 Areas it 


Grab a Pen & Paper to Plan Your MarTech Stack 


Sales & Commerce 


1 —- AdTech & Promotion 


As the name implies it’s all about the technology required to produce 
your ad creative, research your audience, post your ads, and manage 
your ad campaigns online. You want advertising technology to assist 
you in the research, planning, placement and management of your ad 
campaigns and the data they will produce. Good metrics is vital to 
assist you in interrogating, analysing, and reporting on the results you 
generate. 


Publishers need to invest in AdTech to help them manage their 
available ad space (inventory) on their websites and advertisers want 
help to create, manage and measure their ad campaigns. 


This has created a plethora of advertising aggregators allowing you to 
interrogate your ad campaigns from several ad platforms and unify the 
reporting into one dashboard using tools such as Adriel.com and 
wordstream.com as mentioned earlier in the book. 


Like the name implies your MarTech Stack like itstacksup.com is 
comprised of many different technical solutions all integrated into one 
easy-to-manage unified solution, and with a customisable dashboard 
which consolidates data from several sources using iPaaS solutions. 


to help sales, marketing, and tech teams to better manage their sales 
and marketing data to save time, money, resources and improve their 
marketing results whilst protecting their customer data. 
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So, what is iPaaS? 


iPaaS stands for “integrated platforms as a service” and acts as the 
glue to enable hundreds of different software platforms to talk to each 
other and pass data back and fore between them. 


According to tibco.com, “An integration platform-as-a-service, or 
iPaaS , is a cloud-based service that integrates your data, applications, 


and processes. iPaaS automates and simplifies integration activities, 
making it easy to connect applications and data deployed in any 
environment. With iPaaS, you can build and deploy integrations in the 
cloud between your cloud and on-premises applications and data— 
without having to install or manage any middleware or hardware.” 


iPaaS helps you to integrate lots of data and information without the 
capital expenditure or investment in one-off migrations, integrations, 
or vast data entry. 


iPaaS solutions enable you to integrate and connect many different 
apps, devices, platforms, websites, databases, ad platforms and 
analytics so that you can automate complete workflows and processes 
that power your business. They allow you to create automated 
workflows without coding or programming and through drag and drop 
technology to help you send and receive data from several sources 
very quickly with the help of APIs. 


So, what is an API? 


An application programming interface is a piece of code linking two 
pieces of software that provides a safe, secure, and encrypted 
methodology for software applications from different suppliers to 
communicate and work together. APIs are the glue that bring [PaaS 
solutions together and enable the data to be passed between them. 


Some iPaaS Solutions offer their own API code to make integration to 
their software solution even easier and faster. In addition to speed and 
efficiency, iPaaS suppliers enable you to send and receive data very 
securely with end-to-end encryption. APIs define the protocols which 
allow software offered by iPaaS providers’ servers to send and receive 
the data between them and the client (the application that is 
requesting the data.) 


Offering access to your servers in real-time via APIs and iPaaS 
providers requires strict protocols and high-level encryption to ensure 
data is not compromised. APIs pass instructions and data between the 
applications on offer from iPaaS providers and if a request by a client 
is not satisfied by the server or if the client requests a resource 
temporarily unavailable then an error will occur. 


APIs will enable or disable access to a requested resource between a 
server and client for a specific purpose thus restricting access to 
additional resources and preventing security risks or making the 
server vulnerable to attacks. 


Here are some iPaaS providers to help you automate hundreds of key 
tasks with their APIs and can help you manage key advertising and 
promotional data in real-time to create your own MarTech Stack. 


1. ZAPIER.COM 
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Zapier enables you to create and automate workflows fast by choosing 
from thousands of premade templates which you can tailor or start 
from nothing linking over 3000 apps into your stack to send emails, 
filter tasks, convert data, automate multiple tasks with a definable 


single trigger. 
IFTTT.COM 
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IFTTT helps all your apps and devices 
work better together 


Get started 


IFTTT.com helps you connect all your different apps and devices. 
When you sign up for a free account, you can enable your apps and 
devices to work together to do specific things they couldn't do 
otherwise. For example, you can back up your Instagram photos to 
Dropbox, have your lights turn on when you enter your home, or 
automatically remind a Slack channel about a meeting. 


Boomi.com 


boomi 


The Boomi Difference 


ca fa 
Boomi enables you to connect CRM, finance, payroll and many other 
critical business functions and application such as AWS, SAP, Oracle, 
and salesforce. This Enterprise iPaaS solution not only connects apps 
and devices but also solves data quality governance, app, and data 
integration with API management. 
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https://www.workato.com 


We workato nanos 


Integrate your stack. Automate your work. 
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Workato uses recipes which are sets of instructions that automate 
complex workflows. Every recipe has triggers and actions. Triggers are 
conditions that prompt an action to happen automatically. They can 
be scheduled, move records in batches, and read from on-prem files. 
There’s a set of available actions for every connector. Actions can have 
multiple steps and multiple conditions for linking apps, devices, and 
different platforms. 


So, if you have your iPaaS and APIs sorted out to help you connect 
your devices, platforms, and CMS to other net based resources, you 
are ready to decide on the ad platform you want. 


There are distinct types of ad platforms 


e Demand-Side Platforms (DSP) 
e Supply-Side Platforms (SSP) 


e Ad Exchanges 
e Ad Servers 
e SEM Platforms 


Demand-Side Platform (DSP) 


A Demand-Side Platform is a tech-based platform allowing media 
buyers to run ad campaigns by investing in inventory from different 
ad exchanges and SSPS via one UI (User interface.) DSPs are vital for 
the bidding of buying ad inventory on a per impression basis. 


They include platforms such as: 


Facebook Ads Manager 
Rocket Fuel 
MediaMath 

Amazon (AAP) 
DoubleClick 

LiveRamp 

Choozle 

TubeMogul 

BrightRoll 

AppNexus 


Supply-Side Platform (SSP) 


A Supply-Side Platform permits publishers to generate revenue on 
their websites by creating an inventory of ad space on their site and 
selling it to advertisers. Ad revenue is generated on a per impression 
or a per visitor basis. 


The attraction to advertisers is the promise of more visibility on the 
platform by investing their ad budget on a CPM (cost per thousand 
impressions) or CPA (cost per acquisition rate. The more they spend, 
the more visibility advertisers receive on the platform or website. 


Some examples of Supply-Side Platforms include: 


Sharethrough. 

* Google Ad Manager. 
MoPub. 

e Wunderkind. 

e AppNexus Marketplace. 
e Openx. 

PubMatic. 
RhythmOne. 


Ad Exchange 


An ad exchange is a dynamic technological platform that facilitates 


the buying and selling process of impressions between the advertisers 
(buyers who place their offers via DSPs) and the publishers (sellers 
who put up their inventory for sale via SSPs), very much like the way 
stock exchanges manage the buying and selling of stock between 
investors and companies. 


Ad networks buy unsold (“remnant”) inventory from publishers, run 
the inventory through their technology, package it all up, and sell it to 
advertisers. 


Example Ad Exchanges: 


e PubMatic. 

e Verizon Media. 

* Google AdX. 

e Magnite (Ex-Rubicon Project) 
e Openx. 

e Index Exchange. 

Xandr (Ex-App Nexus) 
Smarty Ads. 


Ad Server 


According to Kevel.co, An ad server is the ad technology that enables 
the management, serving, and tracking of an ad or internal promotion 
on one's digital properties. Ad servers decide, in real-time, the best ad 
to serve based on relevance, targeting, budgets, and revenue goals. 


Some example ad servers include: 


e https://adscompass.com/ 

e https://adcolony.com 

e https://www.kevel.co/ 

°- https://www.magnite.com/ 


Simplifying the whole advertising process 
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Creating accounts and campaigns on some of these ad platforms can 
be overwhelming, convoluted and frustrating. A d campaigns can be 
an overly complex task with lots of steps, settings, and technical 
decisions to be made to set up, use and manage. 


So as part of itstacksup.com, with the help of a strategic partnership 
and some technical wizardry, we help to simplify the entire process of 
creating, placing, and evaluating your online ad campaigns in one 


place and via 5 amazingly simple steps... 


g 


01 - PLATFORM 


Here, simply select which advertising platform you want to use from 
Facebook ads, Google search ads, YouTube ads, Google Play store ads, 
Instagram ads, Tik Tok ads and with more being added in coming 
months. 


Choose a platform(s) to launch ads. 
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You can choose individual platforms or ALL of them. Ensure your 
account is set up on each, then it is just a case of connecting to the 
individual account you wish to use. That’s it. Amazingly simple. We 
are also looking to add more ad platforms to the dashboard in coming 
months. 


In this example, we will focus on Facebook. And connect to our 
Facebook account. 


o 
Google Search 


G Facebook Ads G Ads ©) Instagram Ads 


Google Play Google Display 


YouTube Ads 
>] > Store Ads G Ads 


TikTok Ads 
g 


Simply Select the ad platform you wish to advertise on (In this 
example — Facebook) 
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Manage ads for ad accounts that you have access to 


Recatre your email address 


Show a list af the Pages you manage 


Access your Page and App insights 


Read content posted on the Page 


Manage ac t othr and webhook a Page 
G ar content or Page 
raata and manage ads for yow Pag 
Cancel a o 
Pars ad 


Ensure that all Facebook settings are set to ON 
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Page Selection 


Select the Facebook page you wish to use. 


Do you have a Facebook pixel on your site? 


You will then be prompted to confirm whether you have Facebook 
pixel tracking in place and 


if not, then you can add one to your landing page very quickly 
following Facebook’s integration instructions in your ad account. 
(Takes less than a minute) 


Goal 
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Next step is to select a Goal (from the drop-down menu) that you wish 
to achieve 


Options include: - 


e Rate 

e Tutorial Completion 

e Contact 

* Customise Product 

e Donate 

e Find Location 

e Schedule 

e Start Trial 

e Submit Application 

e Subscribe 

e Add to Cart 

e Add to Wishlist 

e Initiated Checkout 

e Add Payment Info 

e Purchase 

e Complete Registration 
* Content View 

e Search 

e Service Booking Request 
e Messaging Conversation Started 
e Level Achieved 
Achievement Unlocked 
Spent Credits 


Simply Select the goal most appropriate from the list. 


02 - TARGET 


Earlier in the book with regards to your business model, I shared the 
importance of having a thorough understanding of your customers and 
clients and the benefits of creating a customer persona and avatar. 
Here, we take this one step further by splitting your targeting into two 


Targeting NEW People (who don’t know you.) 
Retargeting People (who do know you.) 
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Choose One 
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New People Retargeting 


If yow’re targeting NEW people, then select this option. 
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Targeting 


Recoreneceted 
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If you Target “interests,” then a popup will appear... 


Select “Interests” then select one of the drop-down options 


Select “Behaviors” from one of the drop-down menu options. 


© Meditation 


Recommended for you 


You can then further laser in for more targeted tags. 
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Location 


@ Scotland, United Kingdom 


rot 


You can then select a target location for where prospective customers 
live. 


© 


Optional 


© All Male Female 


For additional targeting you can select an age range and sex of the 
individual 


03 - YOUR BUDGET 


The money may be in your list, but you need to allocate money to 
build your list. Calculate a sensible daily spend/budget for your 
Facebook ad campaign and enter it. Ensure you stay within your 
means and remember you can always increase once your campaign 
starts generating results. 


o, 


Budget 


Daily spend Facebook 


04 - AD CREATIVE 


Ok, so you’ve selected your platform, set your budget, targeted who 
you want to reach then now, it’s about creating your advertising and 
promotional creative using images and videos. One of the most 
popular platforms for creating ads and content is Canva or of course 
you can upload your own images and ads and use the system to create 
your ads, 


had 


Creative 


a Na 


Select Images Select Videos 


In this example, I’ll select an image on my pc. 


Then, we’re ready to write and preview your ad... 


Write your ad 


Headlines 
a 
Descriptions r 


You can also see different variations of your ad 
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05 - DESTINATION 


Last, but not least you need to add the destination url of your website, 
landing page, sales page or offer containing your UTM tracking code 
or Facebook pixel. This will enable you to track your impressions, 
click thru rates, conversions and revenue in your dashboard or 


analytics package. 


A 


Destination 


ee) 
Click [NEXT], [CREATE] & [CONFIRM], then you’re done. 


Confirm 


SEM Platforms 


Search-engine marketing (SEM) involves the promotion of websites to 
ensure they achieve excellent visibility and prominence in in search- 
engine-results pages (SERPs), which primarily includes paid 
advertising. SEM platforms are usually associated with buying ads on 
a pay per click (PPC) basis and can really help in generating targeted 
leads, signups, and registration by pulling the qualified traffic to your 
landing pages. 


Popular SEM Platforms include: - 


* https://www.semrush.com 

e https://www.spyfu.com/ 

e https://www.optmyzr.com/ 
+ https://www.ubersuggest.org 


e https://ads.google.com/intl/en_GB/home/ 
Mobile Apps 


The Mobile Apps sector has exploded in recent years and been an 
excellent route to market for many brands publishing their own app 
and making it freely available on the popular platforms and stores 
including: 


https://play.google.com/store - Over 3.5m apps to 
choose for your android device 
https://www.apple.com/uk/app-store/ - Home of 2m+ 
apps for iOS 

http://slideme.org/ - An excellent resource for launching 
new apps 

http://www.codengo.com/ Distribute your app to over 
30 different stores & platforms 

https://appinstitute.com/ - Build mobile apps quickly 
without writing a single line of code 


P.R. 


Public Relations and distributing press releases online can be an 
amazingly effective way of generating exposure, backlinks, and traffic 
online. I recall writing a press release to launch a Facebook group 
online and got coverage on over 200 media sites online including 
getting the release published on the following sites: 
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I also include the complete step by step approach to plan, document 
and execute your own PR campaign inside itstacksup.com. 


What are your routes to market? Write down which platforms and tac 
will you use to publish into the demand and engage your target audie 


2 — Content & Experience 


We covered many types of content in our chapter about lead magnets, 
digital assets, and FREE items of value to help you build your list and 
pull prospective customers into your marketing funnel. 


There are many ways to create diverse types of content to help engage 
your target audience at each of the different stages of the customer 
journey. 


However, I’d like to expand on this and introduce you to maintain a 
competitive advantage and maximise engagement and conversions 
with your content; something that I think is overly exciting, relevant, 
and powerful in helping you to plan and execute your content 
strategy. 


Let me introduce you to “Neuro-linguistic Programming .” 


According to Wikipedia, “Neuro-linguistic programming (NLP) is a 
pseudoscientific approach to communication, personal development, and 
psychotherapy created by Richard Bandler and John Grinder in California, 
United States, in the 1970s. NLP's creators claim there is a connection 
between neurological processes (neuro-), language (linguistic) and 
behavioral patterns learned through experience (programming), and that 
these can be changed to achieve specific goals in life. “ 

So how can we apply this to our MarTech Stack, content strategy and marketing 
communications? 

Well first, for me, people communicate online and offline in one of 3 
ways — 


e Visually 
e Auditory 
e Kinaesthetically 


According to nlpacademy.co.uk... 


Visual 

When in visual mode, a person is paying attention to their visual experience 
in the sensory map and mapping through internal images. A lot of visual 
language will be used e.g. “You have a bright future” and “The idea is 
hazy .” Breathing is from the top of the chest and their voice is higher 
pitched than the other two systems. The head is up with eyes often going 
upwards as they access visual information. Speech is quick to describe 
ongoing images or movies. 


In visual mode people will be less aware of the other systems and may even 
delete from awareness immediate sounds or body sensations. Gestures and 
pointing are used in communication to emphasise key elements as well as to 


keep track of the mental images being created. Visually orientated people 
will remember through internal images, which is a good strategy for 
memory and spelling. 


They talk in pictures often drawing diagrams to ‘illustrate’ their point. 
Some people will make visual based value judgements on how a person 
looks, tidiness, clothes etc. 


Auditory 
When in auditory mode, a person is mapping predominantly in sounds and 
internal dialogue (auditory digital) and will use language that denote 
sound such as “ tune into” and “ sound out.” Some people who process a 
lot in auditory value logic and make sense of the world through inner 
dialogue. 


Auditory mode promotes linear style thinking through inner dialogue, 
memorising in steps, 


procedures, and sequences. In auditory mode breathing is from the middle 
of the chest and speech is pronounced and deliberate (rather than very 
quickly when in visual). In auditory a person will tend to move their eyes 
sideways and down to their left.” 


When accessing in the auditory channel a person is more likely to be 
distracted by noise as they have a higher auditory awareness. Auditory 
learners enjoy learning by listening, talking, and repeating to themselves. 
Auditory spellers spell a word as it sounds, which while effective in a 
phonetic based language like Spanish, is not effective in English. 


A person who processes a lot in auditory tends to value verbal feedback, 
likes to talk things over, and remembers verbal instructions quite easily. 
They will also respond to a certain tone of voice or set of words. Some 
people will make auditory based value judgements on auditory information 
e.g., how a person sounds. When communicating, they will tonally 
emphasise key points. 


Kinaesthetic 


When in kinaesthetic mode people are mapping in feelings and therefore 
have high body awareness. When in kinaesthetic mode a person will use 
language that correlate to feelings “get a grip ” and “I have a gut feeling” 
In kinaesthetic mode individuals are more connected with body sensations, 
touch, and the feeling of clothes on their body. 


Breathing is from their lower stomach and speech is slower because the 
words used are describing feelings and feelings are slower to access than 
images and sounds. In kinaesthetic mode a person is more likely to use 
specific types of feelings to gauge decisions. 


When communicating, touch is often used to emphasise key points. People 


who have a high kinaesthetic orientation enjoy movement and hands on 
activities. A kinaesthetic learner learns through hands on activities. They 
will enjoy physical experience such as sport, bodywork, massage etc. 


In an online context when it comes to Visual Communication , 
People like to watch, view, or read content on various social media 
platforms, websites, and other online destinations. The type of content 
they like to digest includes: 


e Blogs 

e Tweets 

Articles 

Whitepapers 

Book & E-Books 

Slide decks 

PowerPoint Presentations 
e Video 


In an online context when it comes to Auditory Communication , 
People like to listen and hear content on various social media 
platforms, websites, and other online destinations. The type of content 
they like to digest includes: 


e Podcasts 

e Audio Books 

e Video Narration 
° Blog Narration 


In an online context when it comes to Kinesthetic Communication , 
People like to get personal and receive personal attention on various 
social media platforms, websites, and other online destinations. The 
type of content they like to digest includes: 


e Live Chat 

e Live video 

e Live video networking & Conferencing 
e Live Webinars 

e Offline meetings and appointments 


Now the interesting bit. If you are creating only one type of content, 
you may appeal to only 1/3" of your audience. In other words, you 
may be losing 2/3rds of your prospective audience if you only have 
text and graphics on your website and no audio or video. 


Q. Of the 100% of the visitors who visited your website last month, do 
knov at % of them prefer Visual, Auditory or Kinaesthetic Content’ 
you created or curated content to appeal to all 3 communication chan 
and off your site to pull them into your marketing funnel? 

Now, let’s take it a step further... 


Different people and diverse types of people have different 
information needs. Your target audience have diverse types of 
information requirements as well. 


/ Adobe 


Does the content on your website and social media platforms satisfy 
their information needs? 


Some of the prospects who visit your site are: - 


Results Oriented , so they want case studies or 

testimonials. 

Process Oriented , so they like to see things like lists of 

services, how you work, and what they need to do. 

Information Oriented - They love facts, and love reading 

articles, blogs etc. 

e Status Oriented - They love to see lists of clients, 
awards, press clippings etc. 

* Relationship Oriented - They want to know about your 

background, and more about you. 


Does your content adequately fulfil the information needs and 
requirements for these different members of your prospective 
audience? 


Sometimes, even when we supply them with the information they 
want or need.... 


...it's often in the wrong communication medium that we use to 
deliver the information they want. 


Remember... 


...some of your prospects prefer to send and receive information 
visually. 
...some of your prospects prefer to send and receive auditory based 
information. 
...some of your prospects prefer to send and receive information 
kinaesthetically 


So, if someone calls you up asking you to "tell" them more about what 
you offer... 


..ensure you don't send them to your website to "read" the information 


© 
so, Rule #1 with regards to your Content... 


..Your Content should always address your prospect's information 
requirements. 


In other words, your prospects need to know, how you can help them, 
so educate them with your excellent content. 


Many of your competitors simply don't do this, and are losing 
prospective customers every day as a result. 


If your content or information is not appealing to their information 
needs of your prospects, you will lose business. 


Worse still, if you present the information in the wrong 
communicational style, you could lose up to 66% of your prospects - 
every day. 


Something else to help you improve engagement and conversions with 
your content strategy is to use the... 


BONUS TIP: Try and personalise the content on your website, landing - 
much as possible with good tag management. 
The 4 E Formula for a Successful Content Strategy 


If you want to be successful with your content strategy, then you need 
to ensure you are aware of the 4E formula. So, what is it, and how can 
it help you ensure you get a “return” from your live video streaming 
activities? 


The 4E formula is both simple and practical. It’s all about your 
content and whether it’s relevant to your intended audience. Now 
we’ve already looked at communication channels and information 
needs of your audience, let’s now focus in on your content and 
confirm whether it meets the 4E formula criteria. 
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ENGAGE 


EDUCATE 


EXPERT ENTERTAIN 


EDUCATE 


You want your content to educate your audience on how to address 
and overcome personal, professional, or commercial issues, 
challenges, or obstacles. You want to share practical concepts, 
techniques and ideas that will help them to achieve a specific goal or 
objective. 


Think about the pains, needs and frustrations your target audience m: 
and what it is they could benefit from in being educated about. Write 


EXPERT 


Like above, you want to educate and demonstrate your expertise on a 
particular topic or subject. You want to share content that you have 
created as part of your webinars and live video streaming events. This 
could be presentations, articles, books, courses, or videos that you 
may have created on a relevant topic, issue or subject. 


What are you an expert about? What is your area of expertise? What d 
want to be known for and what is it that you want to share? Write it d 


ENGAGE 


You want to engage with your target audience. You need to ask good 
questions that will encourage your audience to respond and engage 
with you. You may even wish to incentivise or reward your audience 
to answer your questions and share their own views. 


questions that will encourage your audience to respond and engage w 
Will you want them to come on air and engage with you via live videc 
the text chat area on the side of your webinar? 

ENTERTAIN 


Do you want to entertain your audience with a live performance? Do 
you want to share your music? What about your other artistic talents? 
How can you make your live streaming event an entertaining 
experience or a memorable one? Think how you can stir the emotions 
of your audience so they will remember you and your message. 


questions t of questions you want to ask your audience. Think about d 


If you want to deliver an entertaining live performance, make a note « 
you will include to make your content a memorable experience, 


Finally, there are many tools and resources to help you create your 
own content and ad creative, and one extremely popular platform is 
canva.com. With over 30 million users worldwide, Canva.com enables 
you to create all types of content including video and printed 
products. 


Canta om - 


What will you design? 


3 - Social & Relationships 


As the name implies it’s all about the technology required to produce 
your ad creative, research your audience, post your ads, and manage 
your ad campaigns online. 03 Social & Relationships. 
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Everyone has their own preferred route to market. Everyone has their 
own preferred content they wish to share; their own preferred 
communication style and information needs as previously explained. 
In this section I introduce you to a few platforms and tactical 
approaches for creating relationships and improving engagement with 
your fans, friends, followers, customers, and subscribers. One thing is 
for sure, the internet and in particular, social media marketing is the 
fasted growing medium for getting your message to your intended 
audience 


e Radio took 70 years to reach 50 million people 

* TV took 30 years to reach 50 million people 

e Facebook took 2 years to reach 50 million people 

e Instagram gained 50 million new users in less than 7 
months 

e Twitter took 3 years, 2 months and 1 day to reach its 
one billionth tweet. 


The social media and MarTech landscape have and continues to 
change. Businesses can no longer just issue adverts and press releases 
and hope that people respond. 


Social Media Marketing is completely transforming the way 
businesses, organisations and people promote themselves online. It is 
no longer a case of what you can do for your customers, it is now a 
case of asking what it is your customers can do for you. 


I’ve tested many different types of content and published on many 
different social media platforms using various marketing and social 
media tactics, enabling me over the years to create: 


e £240K + in 10 months online 

* £10K from one client who I’ve never even met 

* 250,000 blog views in 24 hrs 

+ Pve generated £5K in one 24hr period from classified 
ads online 

e I’ve written and published 18 books on Amazon 

° I have my own online business club as a group on 


Facebook with members in... 
* ...over 22 countries from around the globe. 


...and I want to share with you, how I stay focussed and the different 
tools and resources I use to make progress every week online. 


Views Appearances in Search views Appearances in Search 


32,299 31402 


Many of your competitors are now embracing social media marketing, 
AdTech and MarTech as a new way of promoting themselves. They are 
producing lots of different types of content to convey their knowledge, 
wisdom, and the value they offer to their intended audience. 


Your competitors love to demonstrate just how good they are with 
articles, blogs, videos, and they love to contribute to online group and 
forum discussions to help answer questions to demonstrate they have 
the knowledge, and experience to offer potential customers requiring 
help and assistance. 


Your competitors are focussing on the problems, issues, and challenges 
that their target audience are experiencing, and sharing how to fix, 
address or solve these problems by uploading and syndicating their 
content online. 


You need to be prepared to find out where people are congregating 
online, what they are discussing, and how you can package your 
knowledge, wisdom, and value so that you can develop your brand 
personality online. 


You also need to engage with those influencers who help to mould 
and shape the beliefs, attitudes and opinions of consumers and 
potential customers towards making “the right” buying decisions 
online. 


When it comes to your content strategy you also need to package your 
content (both free and paid for) in the format that your target market 
wants, whilst addressing their information needs. 


For if you publish content for them to read and they prefer to listen, 
then you will lose them. If you send them content to listen to and they 
prefer to read, you will lose them, so you need to carefully think about 
the information needs and how you can best serve them. 


You need to consider their communication style & information needs 
as you put together your content and content distribution plan using 
social media. 


The whole social media landscape is changing so fast, and to ride the 
tsunami wave, you can’t afford to have a closed mind, and ignore it. 
You need to embrace it now. More importantly, you need to focus on 
what can generate progress and results for your business and have a 
means of measuring that progress. 


You need to integrate social media marketing as part of your overall 
marketing strategy. 


Your suspects, prospects, customers, peers & competitors are all 
embracing it and connecting, sharing, conversing, and exchanging 
news, views, and reviews with each other, and you need to be part of 
the “online conversation.” 


Many people are now also leveraging social media to reduce training 
costs whilst increasing and enriching the learning experience with 
engaging and interactive content by managing and distributing it 
online. 


It is time to become open and supportive whilst sharing, and 
demonstrating your knowledge, wisdom, and results that you’ve 
generated for other. 


Everyone wants the social proof. (Just look at the growth of 
tripadvisor.com.) 


You need to listen, engage, influence, monitor your performance 
and repeat what works. 


It’s not about selling and being selfish. It’s about sharing and 
being selfless. 


I have already discussed different types of content, and platforms to 
help automate your marketing and widen your reach, but now let us 
focus on different ways to engage your audience. 


Influencers 


These are the people online with large followings whose audience 
know, like and trust them and value what they must share. If you can 
get them to endorse or write about your products, services and 
solutions or raise awareness of your brand then perhaps an excellent 
resource to finding influencers for your industry, sector or niche is the 
one we offer in the members area of itstacksup.com enabling you to 
find up to 3 influencers a day by following these simple steps: 


M 


Find influencers 


Step 1 — Entre Your Keywords to find an influencer 


a! 


as 


Select Popularity 


Step 2 — Select the range of their popularity by the number of 
followers they have 


* 


Choose Platforms 
fi Facebook y Twitter Gj instagram 
d Tiktok D Pinterest E Youtube 


D, Twitch 


Step 3 — Select the platform you want 


e 


Step 4 — Select the location you wish to target 


You could also search for “Influencers” on LinkedIn as part of your 
outreach strategy and write to them with a Joint Venture Proposition. 
Many people will be interested in an attractive business proposition 
with no risk and no investment and just an endorsed mailing to their 
list. 


Call Analytics 


Better tracking of your calls can improve the granular results of your 
marketing and help you to maximise the results of your marketing 
campaigns online. I’ve already spoken about how different segments 
of your audience have preferred communication channels and 
approximately 1/314 of your audience will want to speak to someone 
in your organisation about the products, services, and solutions you 
offer. One solution that can offer better tracking and insights before, 
after and during every phone call generated from your campaigns is 
https://www.infinity.co 
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Impactful calls. 
Insightful conversations. 
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ABM (Account Based Marketing) 


Account based marketing is when both sales and marketing teams 
work together to target a list of prospective accounts and use one or 
more channels online to communicate with decision makers within 
key organisations. 


It is believed that 28% or B2B marketing budgets are allocated to 
ABM. 


For many business owners operating in the B2B space, being able to 
demonstrate an ROI from their marketing and outreach activities can 
be difficult, with many are unable to generate targeted leads often 
turning to Linkedin.com. 


LinkedIn is now 18 years old, has 15000 staff in 33 countries and over 
700,000,000 members. 


It is now the most trusted social networking platform in the USA, in 
my book Pipeline, I share my lead generation strategy on LinkedIn 
that helped to get an article on LinkedIn over 200,000 views in 24 
hours, over 40,000 views to a post, and my book to #1 in 9 countries 
all on the same day. LinkedIn can be overwhelming for many, but I 
have managed to create a lead generation system that works for any 
industry, sector or niche and share it in the members area of 
itstacksup.com 


lin] Dey ts Apel 2% 27 matz? rime iim Sy 


in Mee 


Phin! Dop 13-May 01:61 Totst 130 me & 
6 r ow SUIT lin ber = Meva2: a Tee: 140 


Events, Meetings & Webinars 
These are three excellent routes to market. 


The first that I would recommend is Eventbrite.com for sharing your 
upcoming events. Many businesses set up events on LinkedIn and 
Facebook then link out to the event’s page on Eventbrite.com. Why? It 
is a global self-service ticketing platform listing over 4 million events 
in over 175 countries hosted by over 4.5 million creators and issuing 
more than 230 million tickets. Best of all, you can download their app 
and monitor signups on your phone. 


eventtrite 


Meetings 


There are several applications and platforms for facilitating online 
meetings such as gotomeeting.com, Blue Jeans meetings, WebEx, 
Microsoft teams, but my favourite is unarguably zoom.us. Zoom was 
named a leader in Gartner’s magic quadrant in 2019 and the best 
video conferencing solution in 2019 too. 


In late 2019, Zoom announced that HSBC, one of the largest banks in 
the world, had plans to standardize on Zoom. The move is intended to 
allow the financial services giant to consolidate costs and create an 
enhanced, seamless experience for end-users. The collaboration 
marked Zoom’s largest account sold by initial revenue to date. 


After a meteoric rise to global acceptance during the Covid Pandemic, 
Zoom now registers over 3.3 trillion annual meeting minutes. And the 
market cap of the publicly traded company now exceeds $75 billion. 


Zoom Video Webinars 


Live Streaming Events (and Webinars) 


In my book “Live Video Streaming” a few years ago with Steven 
Healey, I wrote about how to plan, produce, and promote your 
meetings, webinars, and live streaming events and now as an Amazon 
Influencer, I regularly host The Live Marketing Show with Stephen. 
Our Platform of choice is https://be.live/, and many people also like 


streamyard.com. 
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Social Media Monitoring 


In addition to managing all your social media platforms in one place 
on itstacksup.com, I also like to use a few tools to find out what’s hot, 
what’s in and what the buzz is online. You do need to tap into the 
online conversation to discover the “Buzz,” and find out what is 
being said about you, your products, your business, your peers, your 
competitors, and your industry. 


Some questions to consider 
Is the “buzz” positive or negative? 


Do you know where people are congregating, “meeting,” and what 
content subjects are important to them? 


What is it they are digesting, publishing, sharing, and recommending 
to others? 


Do you know who your potential advocates are? 


Do you know who your competitors are, and who the influencers in 
your industry are? 


What are the key issues and topics that people are speaking about? 
Where do they hang out online? 
Which social networks, forums and groups are they members of? 


Which websites, news sites, and classified advertising sites do they 
visit regularly? 


Which channels and platforms online, are your competitors using to 
reach their target audience? 


What types of information do they consume? (Videos, articles, blogs, 


presentations?) 
Which websites do they regularly participate on? 


Who do they follow? Who do they respect and look up to? Who are 
they fan of, and why? 


Consider each of the questions above. 


Write down your answers. If you do not know the answer to some of t 
questions above, you may wish to explore some of the tools listed belc 


Here are some tools to help you monitor the buzz. 


Google Alerts - Allows you to be notified in realtime as events 
happen across the internet. 


How Sociable — Measure the magnitude of your brand online (or your 
competitors) 


Peer index - Now part of brand watch, discover who has influence 
online 


Net Vibes - A popular unified marketing dashboard for maximum 
online marketing insight 


Google Trends - My favourite for getting a quick snapshot of what’s 
happening online. 


Explore what the worid 


is searching 


Advocacy, Loyalty & Trus 


At this point, I think the three terms above are intrinsically linked. 
You want your customers and clients to trust you, to be loyal and 
return often. Ideally, you also want them to be advocates and refer 
others to you. 


Trustpilot.com is one of the largest review sites on the internet and 
can instantly show your customer reviews to potential buyers. With 
over 500,000 websites listed and over 120 million reviews, their 
trustbox widgets now generate over 6 billion mont hly impressions. 


Many leading internet platforms now offer affiliate programmes 
including amazon and compensate other website owners for 
recommending others and directing traffic to their platform. There are 
many software applications and platforms that help you tap into 


thousands of other websites that are willing and keen to promote your 
products and services in return for a commission. They will drive lots 
of traffic to your landing pages and sales pages in return for some 
tracking code such as a UTM or pixel to help verify the source of the 
recommendation or visitor to your website, and in return they 
generate revenue for recommending and advertising you online. 


The advantage of this is that you only pay for results and after a sale 
has been made. Interestingly, you can also choose other metrics by 
which to compensate your affiliates such as by cost per click or cost 
per action including generating signups and registrations to your 
landing pages. 


Some examples of affiliate marketing platforms include:- 
https://www.cj.com/ 
https://www.shareasale.com/info/ 
https://www.clickbank.com/ 
https://www.clickbank.com/ 


ShareASale 


Trusted partnerships that drive growth 
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Bots & Live Chats 


As previously mentioned, Live Chat has become very common place 
on sites around the globe to help increase engagement and improve 
conversions by enabling visitors to your website to ask questions in 
realtime and to receive a response. 
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One tool that is worthy of a mention is facebook messenger at https:// 
messenger.com In addition to facebook, you can also stay in contact 
with fans, friends, followers and customers on Instagram, Portal and 


Oculus as well as integrating it into your own facebook page and 
website. 


An interesting feature of Facebook Messenger for use as a live chat 
and bot tool is the ability to store automated messages to be delivered 
in a nurture sequence to those who initiate a conversation with the 
tool. This can help you to store frequently asked questions, overcome 
objections and direct visitors to your landing pages and sales pages 
automatically. 
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Customer Experiences & Community 


We all went to help our customers and clients and there are many 
ways we can offer and demonstrate that we like to go the extra mile 
on their behalf. Yes we can use review sites like trust pilot or we can 
include testimonials in our marketing on our website, but another 
very popular tactic is to create an online community. 


If you own a wordpress website there are many different plugins to 
help setup and automate the administration of running a community 
at https://en-gb.wordpress.org/plugins/search/membership . 


Many of the popular social networks also enable you to set up your 
own private or public groups and two good examples of this is 
facebook and linkedin. 


A quick search on Linkedin reveals that there are over 255,000 
different groups for they keyword ”Business”, but more interestingly 
there are over 5 million members of the first 10 groups listed on the 
results page. 


you could set up on Linkedin or facebook to help you publish into the 
or identify niche communities that you could join to participate in to - 
engage with new contacts. 


you could se of a feather flock together so think about what kind of 


4 — Sales & Commerce 


Now there are lots of ecommerce shopping platforms available online. 
Afew notable sites worth mentioning are etsy.com and shopify.com. 
Other Ecommerce and shopp ing cart plugins and tools include: 


* WooCommerce 
e BigCommerce 
e Member Press 
* OSCommerce 


If you are an e-tailer or run an online shop, then the tools listed above 
will help you manage and facilitate transactions for selling your 
products online. When it comes to selling services online, two of the 
best ways to close more sales is via webinars and live streaming events 
using some of the tools I mentioned earlier. 


However, for me, I think it’s not the technology that most people need 
help with when it comes to selling online and closing transactions, but 
in fact thinking through their sales process and workflow. 


One of the questions I ask many of my coaching and consultancy 
clients is “How many steps do you have in your sales process? ” 
and you will be surprised how many simply don’t know or I start 
writing them down that they are shocked and surprised at how many 
steps there actually are from start to finish. 


ATTRACT | ENGAGE | CONVERT TRANSACT SCALE 

Generate Create Schedule Receive Fulfil 

Traffic Signup or A Payment Order 
Registration Call Or Follow-Up Or Follow-Up 


Cost Per Lead Cost Per Appt Cost Per Sale en ea 


That’s why, revisiting your business model and sales process is so 
important before deciding on the technological solution or automated 
nurture sequence you think you need. 


Don’t forget the steps in your customer journey, the data you will 
need to gather and share at each stage and copy you will need to write 
or the content you will need to create for each stage. 


One of the best things you can do is after having offered your website 
visitor a free item of value, lead magnet or digital asset is to get them 
to schedule an appointment with you over zoom so they can hear and 


see your sales message and get to know you personally. 


Afterall, at the end of the day, people buy people. Send a proposal, ask 
for the order, get the signature, and include the payment link to get 
that hard earned sale and speed up your sales process. 


Think how you can include some of the other tools and resources I 
mention above or include on my website to help you secure more 
appointments, close more deals, and win more sales. You know it 
makes sense -It stacks up. 
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Autoschedule 


Which payment processor, shopping cart and appointment scheduling 
you use? How can you simplify generating conversation online and cl: 
more sales on your product pages? 


5 — Customer Data 


In my book “Preparing for GDPR Compliance ”, I share my thoughts, 
insights, and recommendations for complying with GDPR Guidelines. 
For a deeper and more detailed explanation on how to meet the 
requirements of the General Data Protection Regulation, I invite you 
to explore that book or request a free copy by getting in touch. 


In this book, I want to focus on 5 types of data and what we can do 
with it to help you automate and scale your marketing. The common 
phrase “The money is in the list” is so true and businesses are bought 
and sold on the value of their goodwill and assets. 


One of the biggest assets you can create is your customer list made up 
from data you collect, process, and protect. 


In wanting to simplify this section of the book, I will endeavour to 
explain the 7 types of data that I think you should be aware of and 
more importantly, the 6 things you need to do with it. 


Essential Data 
Engagement Data 
Behavioural Data 
Altitudinal Data 
Collaborative Data 
Project & Workflow Data 
Financial Data 

Sensitive Personal Data 
Essential Data 


So, what is it? For me, it is the simple personal form data given by 
website visitors to identify a living person so they can receive a lead 
magnet, free item of value or digital asset. These are often the 
mandatory fields on signup forms, CRM Systems, and many online 
profiles. 


It can often extend to geographical data, demographic data, 
firmographic data, and some psychographic data enabling the curator 
(or owner) to segment your data via tag management to filter, process 
and report your data via customizable visual dashboards or custom 
reports like we do at Itstacksup.com. 


It’s only when you start to aggregate and analyse your data across 
multiple lists that you can begin to see patterns emerge and with the 
help of predictive analysis you can start to do some remarkably 
interesting things. Unfortunately, many solution providers make this 
process overly complex, complicated, and overwhelming for small 
business owners. 


Engagement Data 


This is all about the touch points those random browsers, signups and 
customer can and will have with your content, ad creative, brand and 
services online and is one of the things we discuss and encourage you 
to identify as part of your customer journey. 


Things like devices, operating systems, platforms, page views, 
downloads, open rates, and the scheduling of appointments can all be 
identified, monitored, and measured to give you some insightful 
information about the success of your latest marketing campaign. 


Quite often it is summarized and aggregated for senior management 
reporting to help analyse performance and return on advertising spend 
(ROAS). As mentioned earlier in the book, at itstacksup.com, we also 
provide heatmap reporting so you can monitor which sections of your 
website are most effective, engaging and attracting the interest of your 
website visitors. 


Behavioural Data 


Back in the section about your business model and creating a 
customer avatar, I spoke about knowing and understanding your 
audience’s behaviours and interests. This is also used by social media 
platforms such as Facebook to help you better target your audience in 
your advertising campaigns and which we have gone to great effort to 
help simplify this process on the website. 


Behavioural data is extremely popular and often Tech companies 
purchase large amounts of signup data, free trial data, account data, 
download and registration data. 


Behavioural data can also help you with retargeting campaigns when 
identifying users, members, subscribers, or customers who have read, 
watched, listened, or acted on previous content and offers or have 
interacted with you over the past 12 months in different, definable 
ways. A warm lead that is retargeted will be five times more likely to 
convert compared to a cold lead. 


Do not forget, you can also create conditional nurture sequences with 
your email autoresponder to send a particular email if a customer 
behaves in a particular way after a particular condition or trigger. 


Attitudinal Data. 


Now we come to what comments, perceptions, and opinions of your 
customers. Everyone has an opinion and ideally, you want to know 
what your customers think about you and your brand. 


Whether it is a poll or survey response, a support ticket request, a 


review, testimonial, or video of their participation in one of your 
events, this can all provide to be excellent sources of attitudinal data. 


Whilst some customers may be introvert in nature, others extrovert 
and irate customers can be more passionate, real feedback can be 
valuable for many varied reasons. That is the power of visual 
dashboards to anonymise data and aggregate it to report the statistical 
information without any of the emotion. This allows senior 
management to remain suitably detached to make key commercial 
decisions. 


Collaborative Data 


Sometimes we can do JVs (Joint ventures) with channel partners and 
one of the parties may control the data and the other - process the 
data. What is agreed between the parties and how much access should 
and will be given to the other party or parties is especially important. 


Some companies allow partners to access their data by doing a 
controlled mailing to their list instead of giving, lending, or sharing 
their list. Do not forget to ensure you have permission of your list 
members to send them frequent promotional messages. 


Be honest, open, and transparent and respect the privacy of your 
customers and clients. Also give thought as to who will accept the 
payments and process the financial transactions in a collaborative 
relationship. 


Project & Workflow Data 


What tasks need managed? What processes need automated? What 
data do you need at each stage of your marketing or sales process and 
who needs it, will process it, or use the information that can be 
derived from the reports generated having processed it? 


What data will you store about tasks given to your staff and your staff 
members themselves? What tasks will you automate and what are the 
triggers and data required to automate or complete those tasks? Have 
you mapped out the data, stages, sequences, and events of each of 
your projects and tasks and who will have access to them? 


Financial Data 


Many online bank accounts enable small business owners to invoice 
their customers. Payment Processors such as PayPal or Stripe can also 
invoice and collect and process payments. Business owners always 
want to protect and secure their customer’s financial data. 


Do you manage all your financial data in your main content 
management system or website platform? Do you manage it all on 


your website or do you share your financial data with payment 
processors, financial institutions, or accounting software? 


Ensure your website and the websites of your financial and data 
processors have SSL certificates. According to Global Sign.com, Secure 
Sockets Layer (SSL) was the most widely deployed cryptographic 
protocol to provide security over internet communications before it 
was succeeded by TLS (Transport Layer Security) in 1999. Despite the 
deprecation of the SSL protocol and the adoption of TLS in its place, 
most people still refer to this type of technology as ‘SSL.’ 


SSL provides a secure channel between two machines or devices 
operating over the internet or an internal network. One common 
example is when SSL is used to secure communication between a web 
browser and a web server. This turns a website's address from HTTP to 
HTTPS, the ‘S’ standing for ‘secure.” 


Sensitive Personal Data 


This is a specific set of “special categories” that must be treated with 
extra security. This includes information pertaining to: 


e Racial or ethnic origin. 

Political opinions. 

e Religious or philosophical beliefs. 

e Trade union membership. 

e Genetic data; and 

e Biometric data (where processed to uniquely identify 
someone). 


Sensitive personal data should be held separately from other personal 
data, and ideally should be encrypted 


Your Privacy Centre 


Many websites have privacy policies and cookie policies. Do you? 
What are all the documents, policies, and standard operating 
procedures (SOPs) that you have on your website? Have you 
appointed someone in your team to responsible for this area of your 
marketing? 


What about accessibility compliance? You could lose up to 30% more 
response to your marketing by failing to cater of specific segments of 
your audience. 


In a recent survey, it was found that: 


e 70% of sites checked for accessibility were to be at a 
serious lack of accessibility. 
* 90% of disabled users click away from a website rather 


than report accessibility issues. 
e Since 2009, mobile screen reader usage has increased by 
70%. 


You Could Be Losing Rankings, Traffic & Engagement because pf AC 
With your Website. 

Do You Want to Avoid Heavy Fines & Large Agency Fees? 

Do You Want More traffic, Improved Rankings, Increased Conveysions 
Increasingly big-name brands are being fined for not having an 
accessibility statement or catering for diverse and inclusive audiences 

by ensure that their website and content is optimised for as wide and 
audience as possible. 
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Consider adding tools to your website to give users and visitors 
control over essential functionality and to enhance their user 
experience of you and your brand. 
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Text to Speech Keyboard Nav Text Size Contrast Highlight Links 
Cursor Orientaton Translation Animation Text Spacing 


According to Sitemorse.com, The numbers below reinforce the 
importance of web and digital accessibility and why you need to 
integrate it into your overall strategy: 


The extent of disability 


* The latest figures from Scope, sourced from UK government 
figures, show that there are now 14.1 million disabled people 
in the UK , including 19% of working age adults and 44% of 
pension age adults in the UK. 

e According to the RNIB, estimates suggest that there are more 
than 2 million people in Britain living with significant sight 
loss. It is estimated this will increase to 2.7 million by 2030 
and 4 million by 2050. 

e According to Colourblindawareness.org, approximately 1 in 
12 adult males and 1 in 200 adult females have some form 


of colour blindness. That represents about 3 million people in 
Britain and 300 million people worldwide. 

According to the NHS , it is estimated about 1.5 million 
people in the UK have a learning disability, with 350,000 of 
these severe. 

According to the CDC in the US, approximately 61 million 
adults in the US live with a disability, representing about 1 

in 4 adults. 


Value of investing in web accessibility 


Legal risks 


There are multiple reasons why organisations should invest 
in website accessibility, one of them being the spending 
power of the disabled population and the opportunities this 
presents. 

The spending power of disabled people and their families in 
the UK (sometimes known as the Purple Pound) was 
estimated to be about £274 billion per year in 2018. 

In the US, the disposable income of working age people with 
disabilities after tax is estimated to be about $490 billion per 
year. 

Research from the “ Click Away Pound Report ”, which 
covers the accessibility of online shopping, suggests that 
£17.1 billion of revenue is lost in the UK each year because 
nearly 70% of shoppers with accessibility issues leave an e- 
commerce site due to poor accessibility. 


Research on the number of lawsuits related to web and app 
accessibility filed in the US based on the Americans with 
Disabilities Act (ADA) shows a sharp increase over the last 
four years, with levels tripling between 2017 and 2018, and 
2019. 

Separate research from law firm Seyfarth Shaw LLP suggests 
that 2019 was a record level for ADA Title III federal 
lawsuits in the US, with over 11,000, a year-on-year 
increase of 8.8%. The 2020 figures should be coming soon. 
According to the 2020 State of Digital Accessibility Survey 
covering the views of over 1000 accessibility professionals, 
24% of organisations have been sued or received a legal 
demand letter relating to digital accessibility. Subsequently 
60% of organisations have moved faster towards compliance 
because of litigation trends. While this relates to US 
litigation, the UK seems likely to follow. 


Diversity & Inclusion 


Organisations are increasingly focusing on Diversity & 
Inclusion (D&I); here digital accessibility should always be 
covered by a commitment to better D&I. 

According to the 2020 State of Digital Accessibility Survey 
“be inclusive of people with disabilities” is the most popular 
driver of digital accessibility with 68% of organisations citing 
this. 

2019 research published in the Harvard Business Review 
suggests that 96 to 98% of large companies (above 1,000 
employees) have a formal Diversity & Inclusion (D&I) 
programme . In our view, a D&I programme must advocate 
website accessibility. 

According to the 2020 State of Digital Accessibility Survey 
while 94% of accessibility professionals believe it’s important 
to involve disabled people in testing, 56% of the 
organizations they work for do not actually do so. 


Have you got a privacy centre on your website and are you catering fc 
diverse and inclusive audience as possible to maximise branding and : 
opportunities on your website? 


6 - Management 


Whilst you collect data from various marketing efforts, it is the 
information that is derived from processing and interrogating the data 
you create that’s important. I’ve covered different types of data 
preciously, so now let’s look at ways to interrogate the and report on 
the data we collect. 


Some people use CRM systems like salesforce.com or Zoho.com, others 
use tools to manage their projects like Basecamp.com or Monday.com 
you also have the firm favourite still used by millions of people — 
excel. 


Common tools and resources that people use and that I refer to in the 
itstacksup.com platform are: 


e Analytics 

e UTM & Pixel Tracking for ROAS (Return on Advertising 
Spend) 

e Customisable Visual Dashboard 

e Audits & Spider graphs 

e Management Reporting 


Analytics 


By far, the most popular analytics suite in the world is Google 
Analytics enabling you to track where traffic is coming from, the entry 
point that they arrive on your website, length of visit, the keywords 
they use to find your website - and more. Set up a FREE account, add 
a piece of code to your website then start tracking your activities 
online. 


Get to know 
your customers. 


https://marketingplatform. google.com/about/analytics/ 
UTM & Pixel Tracking 


Whichever promotional tactic, strategy, or advertising platform you 
wish to use to reach your intended audience there is one thing you 
need to crack and that’s monitoring response and conversion of your 
ad campaign, including your cost per click, cost per acquisition, click 
thru rates and Return on Advertising Spend. (ROAS). 


Two of the popular methods of tracking ROAS are: 
UTM tracking facilitated via google analytics 

Pixel tracking facilitated via advertising platforms 
What is a UTM Tracking Code? 


UTM stands for Urchin Tracking Module and was developed by the 
Urchin Software Corporate. Urchin was an internet website statistics 
and analysis software that was created to track traffic information for 
websites and was eventually acquired by Google in 2005 and became 
Google Analytics. 


UTM Tracking codes are strings of text to which you can add links to 
inform Google Analytics and other aggregators and reporting systems 
vital information about the link. 


UTMs enable you to track each of your links to see where your traffic 
is coming from and how much revenue is being generated from a 
particular ad, page, or piece of content. 


UTMs use 5 parameters to determine vital information about a link: 
Source 
Medium 


Campaign 


Term 
Content 


These parameters are placed on the end of a URL to define the source, 
medium, campaign, term, and/or content from the link that will send 
traffic and visitors to your landing page 


That string would look something like: 


?utm_source = google&utm_medium = display&utm_campaign = spring- 
release&utm_term = rugs&utm_content = help-guide 


UTM tracking can be set up very easily from within the Campaign 
URL Builder inside Google Analytics after you have setup Google 
analytics for your website. 


5 Simple Steps to help you set up UTM Tracking. 
Install Google Analytics on your website. 

Visit Google’s free Campaign URL Builder page. 
Insert the website URL and campaign information. 


Create a unique UTM tracking code (aka campaign URL) for every ad 
or link. 


Use the UTM tracking codes in your marketing campaigns. 


Enter the website URL and campaign information 


Fill out the required fields (marked with *) in the form below, and once complete the full campaign URL will be 
generated for you. Note: the generated URL is automatically updated as you make changes 


* Website URL = website.com 
https://www. exanple, com 
* Campaign Source googie 
google. newsletter 


* Campaign Medium display 


cpc. banner, email 


* Campaign Name 


spring_sale 


Campaign Term 


Campaign Content 


Share the generated campaign URL 


Use this URL in any promotional channels you want to be associated with this custom campaign 


website.com?utm_source=googie&utm_medium=display 


©) Copy URL ® Convert URL to Short Link (authorization required) 


You can then copy the url created or use the URL shortener to create a 
shorter url with the UTM code embedded into it. Once you’ve 
completed the setup and Live, to verify the success of your UTM 
tracking, simply log into your Google Analytics account and click on 
“Acquisition -> Campaigns ” to measure the success and tracking of 
your campaign. 


Pixel Tracking 


Facebook uses “pixels,” short strings of code to capture information 
about visitors to adverts and content on their platform and your 
website. Like Google’s UTM Tracking it enables you to user’s habits 
and behaviours online, conversions and analyse return on advertising 
spend (ROAS). For me there are 2 types of tracking pixel that you 
need to focus on: 


Retargeting Pixels focus on the behaviour of your website’s visitors 


and allow you to track AND tailor your content (or ads) to engage 
your audience. 


Conversion Pixels are short pieces of code placed on “Thank You” or 
confirmation Pages and are activated after a purchase is made and 
enable you to track sales and Return on Advertising Spend very 
accurately to help determine the success of a specific ad campaign. 


How to set up a Facebook pixel - 


* Go to Events Manager. 

e Click Connect Data Sources and select Web. 

e Select Facebook Pixel and click Connect. 

+ Add your Pixel Name. 

e Enter your website URL to check for easy setup options. 
e Click Continue. 


How to Create a Facebook Pixel in 
Business Manager 


TEE a 


More on Facebook Tracking Codes HERE - 


https://www.facebook.com/business/help/952192354843755? 
id = 1877298665783613 


Be aware, that many Data Protection advocates dislike pixels being 
used to monitor their activity and allow spammers to access person 
data easily and target people more readily. More reason to be very 
clear on your privacy policy and in your privacy centre what data you 
gather and what you do with that data. Some quick guidelines when 
using pixel tracking: 


* Be Selective. Do NOT attach pixels to every use on 
every page of your website. 

e Be Cautious of tracking pixel frequencies as they can 
slow loading times of your pages. 

e Be Laser Focused. Only target relevant behaviours and 
interests & demographics. 

* Be respectful of customer privacy and allow them to 


opt out from being tracked. 
Customisable Visual Dashboards 


A Visual Dashboard is designed to be intuitive and simple to use on 
Itstacksup.com, we enable you to customise your dashboard on our 
platform to report on various aspects of your marketing activity by 
adding, including, or integrating many different widgets and iPaaS 
resources. 


With the use of widgets, there is no need for any programming. Data 
can be selected, sorted, listed, or manipulated using the various 
widgets in your ItstacksUp Visual Dashboard. 


The Widgets available in our Visual Dashboard include the ability to 
view scheduled appointments, event registrations, list signups, ad 
responses, signups, email open rates, funnel size, website traffic 
information and whatever charts, graphs, and bar charts you care to 
add. 


My Dashboard 


Drag from these widgets and drop it in the content area 


Audits & Spider graphs 


A situation analysis or audit is key to identifying what is holding you 
back and preventing you from achieving your marketing goals and 
objectives. I also prefer to call them “Instant Breakthroughs” as by 
asking yourself or management team key questions about specific 


areas of your marketing you can quickly identify the root cause of 
resistance in specific areas and not just confirm the symptoms of poor 
marketing. Audits enable you to experience “Instant Breakthroughs” 
and to prioritise key marketing activities that require attention. You 
can also visually present your responses and data from the audit 
questionnaires in spider graphs to confirm priority area. 


Welcome, Fraser Hay 


Your Account 


ee 


Marketing Strategy 


MarTech Stack 


* Number of No Responses 


Management Reporting 


How often do you generate your management reporting? Daily, 
Weekly or Monthly? Do you use real-time reporting such as google 
analytics or task and people management tools like clickup.com or do 
you add specific widgets into your visual dashboard? 


Many people still produce financial reporting with Microsoft Word or 
Excel or a monthly P&L Report from their accounting software. Of 
course, you can select your own KPIs to count, monitor and measure 
and add to your dashboards, analytics, or management reports to 
share with your stakeholders, shareholders, and investors at your next 
management meeting. 


Some KPIs to use when reporting your progress or when holding your 
team accountable include: 


SMAS 
Coatfersvohsme & Backlinks 


Lhaidsie Visitors 

Rabe VEPs 

ReaééfiaBources 

Adviouaation of Visit 

Tipe iRates 

Exiptniitmr Rates 

Bonfitc& tates / ROI 
CosttienSale & Cost per Lead 
Matjadgeverage 

Kow Adon g 
BoowRxakhOs 

Mobile inevices 
Rhostepogildar Keywords 
Blefervat Sites 
BhgreCoiniteehts 

EwegtPages 

VitidoRdgess 

Faasl Magnet Signups 
Wriehidar Registrations 
PeHoWrtsx & Social Selling Inde 
SEGtimokiabs 

Digitplatstet and downloads 
Reorew Gls 

Taone Agipomstments 


Make a note of the KPIs you currently count, monitor & measure. 
which ones you will include in your Daily, Weekly, Monthly, or re 
reporting. 


Part 4 - Your Marketing Strategy 


a 


Pulling it all Together 


Let’s Recap. We’ve covered - 


e Your Business Model 
e Your Customer Journey 
e Your MarTech Stack 


CUSTANEES-OBREY 


> es 


MARIKETIBIGSS RATEGY 


Now it’s time to formalize your strategic approach and split it into 8 
different sections incorporating elements of the last 3 parts of the 
book to help you document your intended strategy for the year ahead. 
On the website, I offer video training walking you through each 
section and give you a template document that you can personalise 
and customise. 


Situation Analysis 
Positioning 
Packaging 
Promotion 
Persuasion 
Website 
Performance 
Implementation 


In this part of the book, I’ve tried to be as practical as possible in 
terms of getting you to think through key actionable steps to create a 
practical marketing plan. 


Don’t forget, inside my website I offer template documents, training 
videos, tools, resources and skillutions to help you plan, document, 


execute and automate your marketing one objective at a time. 


1 - Situation Analysis 


Situation Analysis 


This is where you want to describe your current situation, more 
importantly how you arrived at where you are and where it is you 
want to get to. 


Achievements 

Describe What You Have Achieved with Your Marketing to Date. 
Disappointments 

Describe What Sales & Marketing Results You are disappointed about. 
What Have You Learned? 


Describe What You Have Learned from your customers, marketing, anc 
the last 12 months? 


What Will You Do Differently in The Future? 
Describe What You Have Achieved with Your Marketing to Date. 
1.5 Social Media Authority 


Describe how many fans, friends, or followers you have on each of tt 
media platforms 


Vision, Mission & Values 


Describe Your Vision, Mission & Values. 


1.8 Priority Areas of Concern 
Describe Which Areas of Your Marketing need addressing, focusing » 


such as Model, Customer Journey, MarTech Stack, Strategy, Marketi: 
Lead Generation, Sales & Selling and Funnel Systems 


2 - Positioning 
Positioning 


This is where you want to describe your intended audience, where 
they congregate online and how you will position yourself in your 
industry, sector, or niche. 


Customer Avatar 


Describe Your Customer Avatar and Persona in detail focusing on De 
Geographics, Behaviours, interests, pains, need and frustrations. Al: 
signs and indicators will confirm that prospective customers need your 


Value 
Describe the value you offer. More importantly how you can demons: 
and confirm the value you offer. 
Competitive Advantage & USP 
Describe your Unique Selling Proposition Without Mentioning Service 
Quality or Price. 
Competitor’s Analysis 
Describe Your Top Competitors, how prospective customers find then 
about different criteria such as reputation, positioning, expertise, sales 
Niche Congregations 


Describe The size of specific niche platforms, groups, and forums 
audience congregate online and how you will find and reach them. 


Benefits 
Describe the benefits you offer your intended audience. 
Mitigating Risk 


Describe how you will mitigate and eliminate risk and objections for 
customers and what strategies and tactics you will use to maximise con 


3 - Packaging 
Packaging 


How will you package your offer? What words, colours, images will 
you use in your branding to engage your intended audience? In this 
section of your marketing plan you need to be as specific as possible. 


Marketing Message 
Define your marketing message for your intended audience and how ; 
it to write engaging and persuasive headlines, ads, emails and calls to < 


Brand Awareness 


Describe how you will measure perception of your brand. 
Brand Positioning 


Expanding on your USP and elevator pitch, how will you position wl 
who you are and what you offer. Think how you Will write short des 
profiles and directory entries. 


Brand Promise & Traits 
Describe Your Brand promise and for what you want your brand to be | 


Brand Quality & Loyalty 


Describe how you will build measure brand quality and loyalty o1 
about your customers, peers, industry and the KPIs you will count, 
measure. 


Marketing Collateral 
Describe what brochures, livery, ad creative, banners, presentations, 
blogs, landing pages and sales pages you will require. 
Video Collateral 
tees the video collateral you will need to execute your marl 
thought to VSLs, Live Streaming Events, thank you pages and evergreet 
Content Strategy 
Describe the content and ad creative you will need to create and 
technical and financial resources required. 
Posting Schedule 
Describe the platforms you will use, when and how often you will 


content. More importantly how you will manage it on all your social 
platforms. 


3.10 SEO Research & Optimisation 
Describe the keyword and audience research you have done. Hig 
audience, sales opportunities, and industry trends. We furnish our cus 


a 20-30+ page personalized & bespoke search engine readiness rej 
improve SEO rankings and findability online. 


Blogging 
Describe the topics and subjects you will post about online and whi 
publish these posts. 

Ad creative 
Describe the different ad creative you will create for different ad platfc 
can use our integrated ad creator and placement platform. 

Social Networking Profiles 
Expanding on your marketing message, think detail the key points t 


your social media profiles and give thought to your Call to Action(s 
items of Value. 


Webinars & Live Streaming 


Describe what topics and subjects you will cover in your webina 
streaming events. 


4 - Promotion 


Promotion 


In this section of your marketing plan, you want to detail all the 
proposed marketing tactics you will use to target, reach, and engage 
your target audience. 


e .¢ 


A 


G 
K 


4.0 PROMOTION 


Social Media Platforms 


Describe which social media platforms you will use to reach your targe 


Social Media Tactics 
Describe Which Online Marketing Tactics you will use to reach 
audience. 

Offline Marketing Tactics 
Describe Which Offline Marketing Tactics you will use to reach 
audience. 

4.4 Mobile Marketing Tactics 
Describe Which Mobile Marketing Tactics you will use to reach 
audience. 

4.5 Video Marketing Tactics 
Describe Which Video Marketing Tactics you will use to reach 
audience. 


Keep-in-Touch Tactics 


pests Which Keep-in-touch Tactics you will use to regularly engag 
target audience. 


Public Relations Tactics 
Describe Which P.R. Tactics you will use to regularly engage with 
audience. 

Advocates & Referral Marketing 
Describe Your Advocate Avatar and Persona of influencers and of the 
who could refer you customers and clients 

Advertising Platforms 
Describe all the advertising and PPC (Pay per click) platforms you w 
pixel and UTM tracking to reach your target audience. 

4.10 Promotional Calendar & System 
Descri Your marketing system and promotional calendar you 


document, and execute for reaching your intended audience over 
months. 


5 — Persuasion & Journey 


Persuasion & Journey 


This section of your marketing plan will detail your sales process, 
customer journey and workflows for converting random browsers into 
signups and registrations then customers and clients. 


Funnel Elements 
Describe all the elements of your marketing funnel that you have c 
readiness of launching your marketing campaign. 

Workflow Design 
Here you will map out your workflows, processes, triggers, and acti 
step of your sales process. 

Customer Journey 


Describe the 5 stages of Your Customer Journey and the human, te 
financial resources required for each of the 8 critical elements of each $ 


6 — MarTech Stack 


MarTech Stack 


This section of your marketing plan will detail your sales process, 
customer journey and workflows for converting random browsers into 
signups and registrations then customers and clients. 


6.1 AdTech & Promotion 


Describe which technical solutions, apps, and widgets you will u 
manage your AdTech and promotion. Consider who will oversee mat 
and if not integrated yet, when that must be completed and what your 
be. 


6.2 Content & Experience 


Describe which technical solutions, apps, and widgets you will u 
manage your content and ad creative. Consider who will oversee mat 
and if not integrated yet, when that must be completed and what your 
be. 


6.3 Social & Experience 


Describe which technical solutions, apps, and widgets you will u 
manage your social platforms and engagement with fans and followe 
who will oversee managing them and if not integrated yet, when tl 
completed and what your budget will be. 


6.4 Sales & Commerce 


Describe which technical solutions, apps, and widgets you will u 


manage your sales process, system, scripts, presentations, and facilita 
transactions. Consider who will oversee managing them and if not int 
when that must be completed and what your budget will be. 


6.5 Data 


Describe what is to be included in your privacy centre and how you \ 
your customers, segment your data, and manage your lists. Consid 
oversee managing them and if not integrated yet, when that must b 
and what your budget will be. 


6.6 Management 


Describe which technical solutions, apps, and widgets you will u: 
manage people, tasks, and your data to count, monitor and me 
performance and ROI. Consider who will oversee managing them 
integrated yet, when that must be completed and what your budget wil 


7 —- Performance 


Performance 


This section of your marketing plan will detail how you will count, 
monitor, and measure your performance and that of your team. Here 
you will want to list your KPIs and the tools and resources you will 
use to report confidence, progress, and results. 


Reporting & KPIs 


Describe the KPIs, how you will interrogate your data, what reporting 
have in place and who has access to the information. 


8 - Implementation 


Implementation 


Who is doing what in relation to managing and implementing your 
marketing strategy? In this section it’s all about managing your 
human, technical and financial resources and specifically who will be 
assisting you to avoid you becoming overwhelmed with the task in 
hand. 


8.0 IMPLEMENTATION 


Roles & Responsibilities 


Draw: your organization chart or at the very lease define who is do 
relation to your marketing. Be clear on roles and responsibilities, m 
tasks to be completed and their reporting responsibilities. 


Financial Requirements 


Describe Your Financial and budgetary requirements in full across all a 
sales and marketing function. Be sure to monitor, track and report on 
expenditure and identify ways to lower marketing acquisition costs, 
revenue opportunities and extend customer lifetime value to deliver yo 


ROAS & ROI 


Describe Your financial assumptions based on your allocated budge 
advertising platforms online. Ensure your estimations include ad spen 
impressions to be generated, click thru rates, signups, conversions 
revenue to be generated. 


Priority Action Plan 


Describe your priority action plan, delivery dates, milestones, who’s 
and the budget allocated for each project. 


One Last Thing... 


Have you found value and benefit from reading this book and in 
being introduced to different ways to unify and simplify the 
management of your marketing? 


Do you think others struggling with marketing ideas would find a 
benefit from reading this book if they didn’t know about the 
software solutions I share? 


Would you be prepared to recommend my book to others, or be 
prepared to write a positive review about it? 


Who would be the first two people that you know who running their 
own business, which might benefit from reading this book? 


Feel free to direct them to my book. I really do hope you have gotten 
value from my book. You will if you choose to act and start making 
changes to your marketing approach with the ideas I’ve shared. 


Take a moment, reflect on this book, and write down the top 5 
key “takeaways” you’ve gained from this book. Write what 
you’ve learned and consider adding a review of the book, for 
amazing things are about to start happening when you begin 
embracing and applying the principles contained herein, and 
my other books. 


Even better, add a video review or testimonial and ping me the 
url and in return Pll give you a wee personal thank you. 


In addition to adding a review, consider sharing your thoughts via 
your online networks such as Linkedin, Facebook and twitter. If you 
believe the book is worth sharing, please would you take a few 
seconds to let your friends know about it? If it turns out to make a 
difference in their lives and businesses, they’ll be forever grateful to 
you, as will I. 


And remember, if you’ve got questions, then please do get in 
touch. 


About The Author 


Unlike many business coaches, speakers and marketing consultants, 
Fraser has helped entrepreneurs from over 40 countries to identify & 
address over 2000 common small business and entrepreneurial 
issues, challenges & obstacles that have been holding them back & 
preventing them from achieving their entrepreneurial goals & 
objectives. 


Each of these issues have been documented and shared in his books 
on Amazon, webinars, keynotes, workshops, and coaching programs. 


As a keynote speaker, he has presented professionally on 3 
continents and believes in going the extra mile helping owners, 
founders, and senior management teams to identify, pursue and 
achieve their marketing goals and objectives. 


He offers no prescriptive advice, but best of all - Progress is 
measured, documented & guaranteed. 


Can he help you? 

Maybe. Maybe not. 

Yes, if you want help to: 

1. Assist you with a NEW results oriented MarTech Strategy. 

2. Plan, Document, execute & Automate a NEW Marketing Strategy 


3. Offer to revitalise your marketing & MarTech promotional 
activities 


He is a h@ppeneur®. Fraser has 20 years of working online from 
home & 22 published books on Amazon under my belt. He helps 


coaches, consultants & business owners to plan, document, automate 
and execute a NEW practical marketing plan of action that 
guarantees 3 things... 


1. confidence 
2. progress 
3. results 


He can do this because He’s tested, documented & shared over 2000 
marketing challenges & solutions with customers, delegate, viewers, 
participants, and readers. He has also researched over 400 different 
marketing automation software solutions before creating his 
itstacksup.com marketing management platform. 


No academia. No Theory. No false promises. 
Is This You...? 


e You're struggling to get clarity and revitalise your marketing 
activities 


e Need help to hold marketing staff, teams or consultants 
accountable. 


e Want NEW leads for your products, services or solutions 


e Plan, document and automate your lead generation and marketing 
funnel. 


e Position yourself as an expert or thought leader & Grow Your 
Business® 


If any of the above describe your current situation then imagine a 
few weeks from now, 


experiencing the positive, permanent breakthroughs you or your 
stakeholders want. 


HE WORKS WITH 
e Entrepreneurs 

e Business Owners 
e C Level Managers 
* Board Members 
of 

e Pre-start 


e Start-up 


e Small 
e High Growth Businesses 


He can help you to build, fill, mail & grow your business list with a 
new marketing automation strategy to hold your staff or team 
accountable and to assist you in the EXECUTION of your NEW 
marketing Strategy, plan and tactics. Fraser is also available for 
keynotes at conventions and conferences and consultancy on-site to 
work with you or your team. 


NEXT STEPS? 
Visit www.itstacksup.com to: 


Schedule a FREE Strategy Call or if you can't wait, call him: + 44 (0) 
1542 663491 


Other Work by the Author 


For more, visit: www.fraserhay.com 


